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Introduction
This report looks at the expenditure profiles and the marketing responsiveness of 
nonresident travelers to Montana, and is based on data collected for the nonresident 
survey in 2005. The goal of this information is to provide a detailed look at visitor 
groups including money spent by each group in Montana. In addition to analyzing by 
visitor group, the report separates visitor groups by the quarter in which they visited 
Montana, state of residence, purpose of travel, and main Montana attraction. Finally, 
readers can find information on expenditures by United States travel regions.
This report reproduces many of the analyses from a 1998 report with the same title. 
Many tables and graphs mirror those from 1998, but there are important differences that 
may prevent direct comparisons between the reports. The most substantial difference 
lies within the way the travel year was divided. In 1998 data was analyzed seasonally, 
with summer, winter, and shoulder seasons comprising the year. In 2005, data were 
collected using three-month quarters with quarter 1 (January - March), quarter 2 (April - 
June), quarter 3 (July - September), and quarter 4 (October - December). Readers 
should cautiously compare seasonal data to quarterly data. Other differences include 
the replacement of the 1998’s “primary attraction” analysis, which includes activities, 
with a “main attraction” analysis, which does not include activities.
The first section of this analysis diagrams the percent of each travel group (i.e., 
vacation/recreation/pleasure, visiting friends/relatives, passing through, etc.) by quarter 
and full year. This section also begins to examine visitor expenditures. More 
specifically, this section contains the quarterly breakdown of visitor groups’ contribution 
to the full quarter expenditures.
Section two begins to examine the expenditures in greater detail. Traveler groups, such 
as vacationers, are shown by quarter to display how, on average, they spent their 
money in Montana. Twelve expenditure categories were explored along with important 
demographic characteristics of the visitor group.
Section three separates the expenditures similarly to section two. However, it separates 
groups by their residence. States or provinces that made up a significant percentage 
(at least 5%) of all visits were analyzed for each quarter. This section also provides 
readers with regional breakdowns. The regions represent aggregates of states that 
have been identified by travel researchers such as Smith Travel Research.
The fourth section looks at the expenditures of visitors whose main attraction to 
Montana was identified as being one of the top 5 “Montana Attractions.” These 
attractions were identified by a previous analysis and include: Yellowstone National 
Park, Glacier National Park, mountains/forest, friends/family, and open 
space/uncrowded areas. Unlike previous sections, only the full year was used due to 
unreliably small sample sizes at the quarter level.
The final section of this document provides information on the marketing 
responsiveness of various visitor groups to information sources. Data were analyzed by 
quarter as well as by primary purpose, residence, and primary attraction.
In the appendix, further information can be found regarding all visitor residences by 
quarter, primary purpose, and main attraction.
This report is compiled from data collected for the 2005 Nonresident Study conducted 
by the Institute for Tourism and Recreation Research (ITRR). All dollar figures have 
been inflated to 2007 dollars. Additional information on traveler characteristics, 
planning, and satisfaction are accessible using ITRR’s online “Report Builder.” The 
“Report Builder” is accessible by visiting www.itrr.umt.edu and clicking on “Customize 
your report”\n the navigation column on the left side of the webpage.
The methodology for the 2005 nonresident study, which provided all the data for this 
report, can be found online at:
http://www.itrr.umt.edu/NicheNews06/NonresMethods.pdf 
Additionally, the above link will provide access to the survey instriment.
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Word of Caution!
The reader must be aware that there is overlap among market segments discussed in 
the report (for example, some travelers attracted to Montana by Glacier National Park 
may also be visiting family).
For this reason, the economic figures cannot be totaiedbetween sections.
10
Section 1 Q uarterly Distribution of Nonresident Travel Groups and 
Group Expenditures
Visitation does not occur steadily throughout the year. The first section of this report 
explores some of the oscillations in visitor groups to Montana. Additionally, as a 
byproduct of the changing visitation rates over the year, expenditures also demonstrate 
marked increases and decreases. For instance, 25% of quarter one visitors are 
vacationers. As the summer (3'''̂ ) quarter approaches, vacationers make up a larger 
portion of the visitors (44% in quarter 3). Similarly, the expenditures of vacationers 
make up 42% of quarter 1 expenditures but grow to 61% of quarter 3 expenditures.
The charts below display the quarterly fluctuations in group type and in expenditures.
The groups are only composed of survey respondents who selected one of six “main 
purpose” options on the 2005 non resident survey. There are a number of respondents 
(1 % of all respondents) who did not select one of the six main purposes. These 
respondents were not included in this analysis.
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*AII do lla r figures In th is report are Inflated to 2007 dollars.
-

Table 1.1: Quarter 1 Main Purpose Group Counts and Frequencies
Quarter 1 (Q1) Visitors
Vacation/Recreation/Pleasure
Groups in 01
138,974
Percent of 01 
Groups
25%
Percent 01 
of Annual 
Groups
3%
124,031 22% 3%
126,023 23% 3%
6,475 1% <1%
119,049 21% 3%
44,830 8% 1%
559,383 100% 14%
Table 1.2: Quarter 2 Main Purpose Group Counts and Frequencies
Quarter 2 (Q2) Visitors
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Pass Through
Shopping
Business/Convention/Meeting
Qther
Total
Quarter 3 (Q3) Visitors
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Pass Through
Shopping
Business/Convention/Meeting
Qther
Total
Groups in 02 Percent of 02  Groups
Percent 02  
of Annual 
Groups
361,279 34% 9%
194,259 18% 5%
296,048 28% 7%
15,770 1% <1%
129,028 12% 3%
65,948 6% 2%
1,062,332 100% 26%
3up Counts and Frequencies
Groups in 03 Percent of 03  Groups
Percent 03  of 
Annual 
Groups
797,017 45% 19%
297,741 17% 7%
442,050 25% 11%
32,345 2% 1%
137,674 8% 3%
70,496 4% 2%
1,777,323 100% 43%
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Table 1.4: Quarter 4 Main Purpose Group Counts and Frequencies
Quarter 4 (Q4) Visitors
Vacation/Recreation/Pleasure
Groups in 04
135,901
671,302
Percent of 04  
Groups
20%
100%
Percent 0 4  of 
Annual 
Groups
3%
135,315 20% 3%
1 244,270 36% 6%
I I 11,130 2% <1%
1 104,854 16% 3%
I I 39,833 6% 1%
16%
Table 1.5: Aii Year Main Purpose Group Counts and Frequencies
35% 1,433,171
18% 751,346
27% 1,108,391
2% 65,721
12% 490,606
5% 221,107
100% 4,070,341
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Figure 1.1: Quarter 1 Distribution of Main Purpose of Montana Visit
Quarter 1 Visitor Groups 
Percent of Q uarter 1 Visits by Main Purpose of Trip to Montana
o th e r
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Figure 1.2: Quarter 2 Distribution of Main Purpose of Montana Visit
Quarter 2 Visitor Groups 
Percent of Q uarter 2 V isits by Main Purpose of Trip to Montana
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*AII do lla r figures in th is report are inflated to 2007 dollars.
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Figure 1.3: Quarter 3 Distribution of Main Purpose of Montana Visit
Quarter 3 Visitor Groups 
Percent of Q uarte rs  V isits by Main Purpose of Trip to Montana
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Figure 1.4: Quarter 4 Distribution of Main Purpose of Montana Visit
Quarter 4 Visitor Groups 
P ercen to f Q uarter 4 Visits by Main Purpose of Trip to Montana
o th er, 6%
Business/Convention  
/M eeting , 15%
Shopping, 2%
Passing  
Through, 36%
.V a c a tio n /R e c re a tio n / 
Pleasure, 20%
Visiting
Friends/R elatives,
20%
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Figure 1.5: All Year Distribution of Main Purpose of Montana Visit
All Visitor Groups 
Percent of Annual Visits by Main Purpose of Trip to 
Montana
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Figure 1.6: Quarteriy Distribution of Visitation
Quarterly Distribution 
Percent of Annual Visits by Season of Visit
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Table 1.6: Quarter 1 Expenditures and Average Length of Stay by Main Purpose of Montana Visit
Percent of Quarter 1 Expenditures by Main Purpose of Trip to Montana
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Passing Through
Shopping
Business/Convention/Meeting
Other
All Q1 Visitors
Avg.Length 
of
Stay (nights)
Avg.
Daily
Expend.
Total Expend, 
(millions)
% Q1 
Expend.
% Annual 
Expend.
5.65 $211 $166 43% 5%
5.19 $133 $86 22% 3%
1.07 $101 $14 4% <1%
0.71 $202 $1 <1% <1%
5.81 $144 $100 26% 3%
4.23 $129 $24 6% 1%
4.37 $148 $391 100% 13%
Table 1.7: Quarter 2 Expenditures and Average Length o f Stay by Main Purpose of Montana Visit
Percent of Quarter 2 Expenditures hy Main Purpose of Trip to Montana
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Passing Through
Shopping
Business/Convention/Meeting
Qther
All Q2 Visitors
Avg.Length 
of
Stay (nights)
Avg.
Dally
Expend.
Total Expend, 
(millions)
% 02 
Expend.
% Annual 
Expend.
5.72 $197 $407 52% 13%
5.38 $165 $173 22% 6%
1.42 $98 $41 5% 1%
0.92 $171 $2 <1% <1%
5.67 $149 $109 14% 4%
7.34 $114 $55 7% 2%
4.48 $152 $787 100% 26%
Table 1.8: Q uarters Expenditures and Average Length o f Stay by Main Purpose of Montana Visit
Percent of Quarter 3 Expenditures hy Main Purpose of Trip to Montana
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Passing Through
Business/Convention/Meeting
Qther
All Q3 Visitors
Avg.Length 
of
Stay (nights)
Avg.
Dally
Expend.
Total Expend, 
(millions)
% 03 
Expend.
% Annual 
Expend.
6.40 $182 $928 62% 30%
6.00 $154 $275 18% 9%
1.37 $101 $61 4% 2%
1.16 $226 $8 1% <1%
5.29 $188 $137 9% 4%
8.28 $139 $81 5% 3%
4.99 $157 $1,491 100% 49%
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Table 1.9: Quarter 4 Expenditures and Average Length o f Stay by Main Purpose o f Montana Visit
Percent of Quarter 4 Expenditures by Main Purpose of Trip to Montana
Avg.Length Avg. Daily Total % 04 % Annual
of Expend. Expend. Expend. Expend.
Stay(nights) (millions'l
Vacation/Recreation/Pleasure 5.48 $221 $165 38% 5%
5.22 $136 $96 22% 3%
1.18 $109 $31 7% 1%
0.88 $189 $2 <1% <1%
5.72 $142 $85 19% 3%
7.09 $211 $60 14% 2%
3.93 $150 $439 100% 14%
Table 1.10: All Year Expenditures and Average Length of Stayby Main Purpose of Montana Visit
Percent of Annual Expenditures by Main Purpose of Trip to Montana
Vacation/Recreation/Pleasure
Visiting Friends/Relatives
Passing Through
Shopping
Business/Convention/Meeting
Other
All Visitors
Avg. Length 
of
Stay (nights)
Avg. Daily 
Expend.
Total
Expend.
(millions'l
% Annual 
Expend.
6.02 $195 $1,674 52%
5.50 $148 $612 20%
1.29 $102 $146 5%
0.98 $202 $13 <1%
5.64 $154 $426 15%
6.68 $144 $248 17%
4.56 $153 $3,119 100%
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Figure 1.7: Quarter 1 Expenditure Distribution by Main Purpose of Montana Visit
Percent of Quarter 1 Expenditures by Main Purpose of 
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Figure 1.8: Quarter 2 Expenditure Distribution by Main Purpose of Montana Visit
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*AII do lla r figures in th is report are inflated to 2007 dollars.
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Figure 1.9: Quarter 3 Expenditure Distribution by Main Purpose of Montana Visit
Percent of Quarter 3 Expenditures by Main Purpose of 
Montana Visit
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Figure 1.10: Quarter 4 Expenditure Distribution by Main Purpose of Montana Visit
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*AII do lla r figures in th is report are inflated to 2007 dollars.
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Figure 1.11: Full Year Expenditure Distribution by Main Purpose of Montana Visit
Percentof Annual Expenditures by Main Purpose of Montana Visit
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Figure 1.12: Quarteriy Distribution of Visitor Expenditures
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Section 2 M ain Purpose of T rip  to Montana
In this section, the expenditure distributions are explored for the most common main 
purposes for visiting Montana for each quarter. The charts display the average 
distributions of expenditures across 12 categories. The tables below provide additional 
information on the travel group such as average length of stay and estimated total 
expenditures.
Some points of interest are:
• In all quarters, the largest percentages of expenditures were by groups in 
Montana primarily for vacation, recreation, or pleasure (Q1: 42%, Q2:
51%, Q3: 61%, Q4: 38%).
• Across all quarters, the majority of expenditures were for gasoline, hotels, 
and restaurants.
• The average daily expenditures of those in Montana for vacation, 
recreation or pleasure were higher in quarters 1 and 4 ($211 and $221, 
respectively) than they were for quarters 2 and 3 ($197 and $182, 
respectively), while for those visiting friends or relatives, average daily 
expenditures were higher in quarters 2 and 3 ($165 and $154, 
respectively) than they were in quarters 1 and 4 ($133 and $136, 
respectively).
• Those in Montana for business spent an average of $188 per day during 
quarter 3, significantly more than what they spent during quarters 1, 2 and 
4 ($144, $149 and $142, respectively). Length of stay, however, was 
slightly lower in quarter 3 (5.29 nights) than for the other three quarters 
(5.81, 5.67 and 5.72, respectively) for this group.
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*AII do lla r figures In th is report are Inflated to 2007 dollars.
Quarter 1 Groups in Montana Primarily 
for Vacation, Recreation, or Pleasure
Figure 2.1 : Expenditure Distribution of Quarter 1 Vacationers
Quarter 1 vacationers represent 
24% of all quarter 1 visitors. 
However, the group’s 
expenditures make up 42% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on restaurants, gasoline 
and retail. Often these groups 
were made up of couples, family, 
or friends and commonly 
traveled from Washington, 
Minnesota, or Wyoming. On 
average, members of this group 
stayed 5.65 nights in Montana 
and spent $211 per day. An 
estimated $166 million was spent 
by this group in quarter 1.
G a m b lin g .
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1 7 %
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Tabie 2.1: Group Statistics for Quarter 1 Visitors in Montana Primariiy for Vacation/Recreation/Pieasure
Average Expenditures of Quarter 1 Visitor Groups Primarily on Vacation
% of All Quarter 1 #o f
Traveler Groups Groups
24% 138,974
Average 
Length of Stay 
(nights)
5.65
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
$211 $166 million 42%
Tabie 2.2: Most Common Group Tabie 2.3: Most Common Visitor
Types Residence
Couple Washington
Immediate Family Minnesota
Friends Wyoming
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Groups in Montana Primarily 
to Visit Friends or Relatives
Figure 2.2 : Expenditure Distribution Quarter 1 Visiting Friends 
and Reiatives
Quarter 1 groups visiting friends or 
relatives represent 22% of all 
quarter 1 visitors. The group’s 
expenditures make up 22% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on restaurants, 
gasoline, and retail.
The groups often traveled alone, 
as couples, or with immediate 
family and commonly traveled from 
Washington, Idaho, or North 
Dakota. On average, members of 
this group stayed 5.19 nights in 
Montana and spent $133 per day. 
An estimated $86 million was 
spent by this group in quarter 1.
Gasoline
20% Hotel7%.
R estaurant
24%
Retail
21%
Outfitter/
G u ide
<1%
C a m p in g ^
1%
Auto
5%
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Fees
1%
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3%
Transportation
2%
Services
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Table 2.4: Group Statistics for Quarter 1 Visitors In Montana Primarily to Visit Friends or Relatives (VFR)
Average Expenditures of Quarter 1 Visitor Groups Primarily to VFR
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
22% 124,031 5.19 $133 $86 million 22%
Table 2.5: Most Common Group 
Type
Table 2.6: Most Common Visitor 
Residence
Self Washington
Couple Idaho
Immediate Family North Dakota
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Nonresident Visitor Groups in 
Montana Primarily to Pass Through
Figure 2.3: Expenditure Distribution Quarter 1 Visitors Passing 
Through Montana
Quarter 1 groups passing 
through Montana represent 
23% of all quarter 1 visitors.
However, the group’s 
expenditures only make up 
4% of all expenditures for the 
quarter. The greatest 
portions of dollars spent were 
on gasoline, hotels, and 
restaurants. The groups often 
traveled as couples, alone, or 
with family and commonly 
traveled from Wyoming,
Alberta, or Washington. On 
average, members of this 
group stayed 1.07 nights in 
Montana and spent $125 per 
day. An estimated $14 million 
was spent by this group in 
quarter 1.
Tabie 2.5: Group Statistics for Quarter 1 Visitors in Montana Primariiy to Pass Through
Average Expenditures of Quarter 1 Visitor Groups Primarily Passing Through MT
G am bling
<1%
G asoline  
47%
R estaurant 
19%
Retail
9%
Outfitter/, 
G u ide  
< 1% 
Services  
<1%
Transportation
1 %  ^C am ping
2%
G rocery
8%
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
23% 126,023 1.07 $101 $14 million 4%
Tabie 2.6: Most Common Group Tabie 2.7: Most Common Visitor
Types Residence
^■1
Couple Wyoming
Self Alberta
Immediate Family Washington
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Groups in Montana Primarily 
for Business
Quarter 1 groups in Montana 
for business represent 21 % of 
all quarter 1 visitors. The 
group’s expenditures make up 
26% of all expenditures for 
the quarter. The greatest 
portions of dollars spent were 
on restaurants, gasoline, and 
hotels. The groups often 
traveled alone, as couples, or 
with business associates and 
commonly traveled from 
Washington, Idaho, or 
Wyoming. On average, 
members of this group stayed 
5.81 nights in Montana and 
spent $144 per day. An 
estimated $100 million was 
spent by this group in quarter
1.
Figure 2.4: Expenditure Distribution Quarter 1 Business Traveiers
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Tabie 2.8: Group Statistics for Quarter 1 Visitors in Montana Primariiy for Business
Average Expenditures of Quarter f  Visitor Groups Primarily in MT on Business
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
21% 119,049 5.81 $144 $100 million 26%
Tabie 2.10: Most Common Group 
Types
Group Type
Tabie 2.9: Most Common Visitor 
Residence
Residence
Self Washington
Couple Idaho
Business Assoc. Wyoming
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Groups in Montana Primarily 
for "Other" Reasons
Figure 2.5: Expenditure Distribution Quarter 1 in Montana for 
Other  Reasons
Quarter 1 groups in Montana 
for “other” reasons represent 
1% of all quarter 1 visitors.
However, the group’s 
expenditures make up 6% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on retail, 
restaurants and gasoline.
The groups often traveled 
alone, with family, or as 
couples and commonly 
traveled from Wyoming,
Washington, or Utah. On 
average, members of this 
group stayed 4.23 nights in 
Montana and spent $129 per 
day. An estimated $24 million 
was spent by this group in quarter 1.
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20%
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Table 2.11: Group Statistics for Quarter 1 Visitors in Montana Primarily for Other  Reasons
Average Expenditures of Quarter 1 Visitor Groups in MT for “Other” Reasons
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
1% 44,830 4.23 $129 $24 Million 6%
Table 2.12: Most Common Table 2.13: Most Common Visitor
Group Types Residence
Self Wyoming
Immediate Family Washington
Couple Utah
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Groups in Montana Primarily 
for Vacation, Recreation or Pleasure
Figure 2.6: Expenditure Distribution Quarter 2 Vacationers
Quarter 2 vacationers 
represent 33% of all quarter 2 
visitors. However, the group’s 
expenditures make up 52% of 
all expenditures for the quarter. 
The greatest portions of dollars 
spent were on hotels, 
restaurants, and gasoline. The 
groups often traveled as 
couples, with family, or alone 
and commonly traveled from 
Washington, Idaho, or 
California. On average, 
members of this group stayed 
5.72 nights in Montana and 
spent $197 per day. An 
estimated $407 million was 
spent by this group in quarter
2 .
Tabie 2.14: Group Statistics for Quarter 2 Visitors in Montana Primariiy for Vacation/Recreation/Pieasure
Average Expenditures of Quarter 2 Visitor Groups Primarily on Vacation
G asoline
21%
R estaurant
22% Retail
17%
Hotel
10%
G a m b lin g __________________ i
Transportation
1% I
C am ping  
2%
Services L o u tfltte r/ 
3% G u ide
5%
Fees
3%
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
33% 361, 279 5.72 $197 $407 million 52%
Tabie 2.16: Most Common Group 
Types
Group Type
Tabie 2.15: Most Common 
Visitor Residence
Residence
Couple
Immediate Family
Self
Washington
Idaho
California
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Groups in Montana Primarily 
to Visit Friends or Relatives
Quarter 2 groups visiting 
friends or relatives represent 
18% of all quarter 2 visitors.
The group’s expenditures 
make up 22% of all 
expenditures for the quarter. 
The greatest portions of 
dollars spent were on 
restaurants, gas, and retail.
The groups often traveled with 
family, as couples, or alone 
and commonly traveled from 
Washington, North Dakota, or 
V\^oming. On average, 
members of this group stayed 
5.38 nights in Montana and 
spent $156 per day. An 
estimated $172 million was 
spent by this group in quarter 2.
Figure 2.7: Expenditure Distribution Quarter 2 Visiting Friends and
Reiatives
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Tabie 2.17: Group Statistics for Quarter 2 Visitors in Montana Primariiy to Visit Friends or Reiatives (VFR)
Average Expenditures of Quarter 2 Visitor Groups Primarily to VFR
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
18% 194,259 5.38 $165 $172 Million 22%
Tabie 2.19: Most Common Group Tabie 2.18: Most Common
Types Visitor Residence
Immediate Family Washington
Couple North Dakota
Self Wyoming
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Nonresident Visitor Groups 
Primarily Passing Through Montana
Figure 2.8: Expenditure Distribution Quarter 2 Visitors Passing 
Through MontanaQuarter 2 groups passing 
through Montana represent 
27% of all quarter 2 visitors. 
However, the group’s 
expenditures make up only 5% 
of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and 
hotels. The groups often 
traveled as couples, alone, or 
with family and commonly 
traveled from Washington, 
Wyoming or Idaho. On 
average, members of this 
group stayed 1.42 nights in 
Montana and spent $98 per 
day. An estimated $41 million 
was spent by this group in 
quarter 2.
Tabie 2.20: Group Statistics for Quarter 2 Visitors Primariiy Passing Through Montana
Average Expenditures of Quarter 2 Visitor Groups Primarily Passing Through MT
Cam ping
2%
Services
<1%
G asoline
47%
R estaurant 
19%Hotel
10%
Retail
9%
G am bling  
1%
Transportation 
1
Outfitter/
G u ide
<1%
G ro ce ry
8%
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
27% 296,048 1.42 $98 $41 million 5%
Tabie 2.22: Most Common Group Tabie 2.21: Most Common
Types Visitor Residence
■
Couple Washington
Self Wyoming
Immediate Family Idaho
*AII do lla r figures in th is report are inflated to 2007 dollars.
30
Quarter 2 Nonresident Visitor Groups in 
Montana Primarily for Business
Quarter 2 groups in Montana for 
business represent 12% of all 
quarter 2 visitors. The group’s 
expenditures make up 14% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on restaurants, gasoline and 
retail. The groups often traveled 
alone, as couples, or with 
business associates and 
commonly traveled from 
Washington, Idaho, or Colorado. 
On average, members of this 
group stayed 5.67 nights in 
Montana and spent $149 per day. 
An estimated $109 million was 
spent by this group in quarter 2.
Figure 2.9: Expenditure Distribution Quarter 2 Business Traveiers
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Tabie 2.25: Group Statistics for Quarter 2 Visitors in Montana Primariiy for Business
Average Expenditures of Quarter 2 Visitor Groups Primarily in MT for Business
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
12% 129,028 5.67 $149 $109 million 14%
Tabie 2.26: Most Common Group 
Types
Tabie 2.27: Most Common Visitor 
Residence
Self Washington
Couple Idaho
Business assoc. Colorado
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Groups in Montana Primarily 
for “Other” Reasons
Quarter 2 groups in Montana 
for “other” reasons represent 
6% of all quarter 2 visitors. 
The group’s expenditures 
make up 7% of all 
expenditures for the quarter. 
The greatest portions of 
dollars spent were on 
gasoline, restaurants, and 
groceries. The groups often 
traveled alone, with family, or 
as couples and commonly 
traveled from Washington, 
Idaho, or California. On 
average, members of this 
group stayed 7.34 nights in 
Montana and spent $114 per 
day. An estimated $55 million 
was spent by this group in 
quarter 2.
Figure 2.10: Expenditure Distribution Quarter 2 in Montana for 
Other  Reasons
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Tabie 2.28: Group Statistics for Quarter 2 Visitors in Montana Primariiy for Other  Reasons
Average Expenditures of Quarter 2 Visitor Groups Primarily in MT for “Other” Reasons
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
6% 65,948 7.34 $114 $55 million 7%
Tabie 2.29: Most Common Tabie 2.30: Most Common
Group Types Visitor Residence
Self Washington
Immediate Family Idaho
Couple California
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Groups in Montana Primarily 
for Vacation, Recreation or Pleasure
Quarter 3 vacationers 
represent 44% of all quarter 
3 visitors. However, the 
group’s expenditures make 
up 61 % of all expenditures 
for the quarter. The greatest 
portions of dollars spent 
were on gasoline, 
restaurants and retail. The 
groups often traveled as 
couples, with family, or alone 
and commonly traveled from 
California, Washington, or 
Colorado. On average, 
members of this group 
stayed 6.4 nights in Montana 
and spent $182 per day. An 
estimated $928 million was 
spent by this group in 
quarter 3.
Figure 2.11: Expenditure Distribution Quarter 3 Vacationers
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Tabie 2.31: Group Statistics for Quarter 3 Visitors in Montana Primariiy for Vacation/Recreation/Pieasure
Average Expenditures of Quarter 3 Visitor Groups Primarily on Vacation
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
44% 797,017 6.4 $182 $928 million 62%
Tabie 2.32: Most Common Tabie 2.33: Most Common
Group Types Visitor Residence
Couple California
Immediate Family Washington
Self Colorado
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*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Groups in Montana Primarily 
to Visit Friends or Relatives
Quarter 3 groups visiting 
friends or relatives represent 
17% of all quarter 3 visitors. 
The group’s expenditures 
make up 18% of all 
expenditures for the quarter. 
The greatest portions of dollars 
spent were on gasoline, 
restaurants and retail. The 
groups often traveled with 
family, as couples, or alone 
and commonly traveled from 
California, Washington, or 
Idaho. On average, members 
of this group stayed 6.0 nights 
in Montana and spent $ 154 per 
day. An estimated $275 
million was spent by this group 
in quarter 3.
Figure2.12: Expenditure Distribution Quarters Visiting Friends or
Reiatives
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Tabie 2.34: Group Statistics for Quarter 3 Visitors in Montana Primariiy to Visit Friends or Reiatives (VFR)
Average Expenditures of Quarter 3 Visitor Groups Primarily to VFR
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
17% 297,741 $154 $275 million 18%
Tabie 2.35: Most Common Tabie 2.36: Most Common
Group Types Visitor Residence
Immediate Family California
Couple Washington
Self Idaho
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Groups Primarily Passing 
Through Montana
Quarter 3 groups passing 
through Montana represent 
25% of all quarter 3 visitors. 
However, the group’s 
expenditures make up only 
4% of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants and 
hotel/retail (tie). The groups 
often traveled as couples, with 
family, or alone and commonly 
traveled from Idaho, 
Washington, or California. On 
average, members of this 
group stayed 1.37 nights in 
Montana and spent $101 per 
day. An estimated $61 million 
was spent by this group in 
quarter 3.
Figure 2.13: Expenditure Distribution Quarter 3 Groups Passing 
Through Montana
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Tabie 2.37: Group Statistics for Quarter 3 Visitors Passing Through Montana
Average Expenditures of Quarter 3 Visitor Groups Primarily Passing Through MT
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
25% 442,050 1.37 $101 $61 million 4%
Tabie 2.38: Most Common Tabie 2.39: Most Common
Group Types Visitor Residence
Couple Idaho
Immediate Family Washington
Self Galifornia
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Nonresident Visitor Groups in 
Montana Primarily for Business
Quarter 3 groups in Montana for 
business represent 8% of all 
quarter 3 visitors. The group’s 
expenditures make up 9% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on restaurants, gasoline, 
and hotels. The groups often 
traveled alone, with family, eras 
couples and commonly traveled 
from Washington, North Dakota, 
or Colorado. On average, 
members of this group stayed 
5.29 nights in Montana and 
spent $188 per day. An 
estimated $137 million was 
spent by this group in quarter 3.
Figure2.14: Expenditure Distribution Q uarters Business 
T raveiers
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Tabie 2.40: Group Statistics for Quarter 3 Nonresident Visitor Groups Primariiy in MT for Business
Average Expenditures of Quarter 3 Visitor Groups in MT Primarily for Business
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
8% 137,674 5.29 $188 $137 million 9%
Tabie 2.41: Most Common Tabie 2.42: Most Common
Group Types Visitor Residence
Self Washington
Immediate Family North Dakota
Couple Colorado
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Groups in Montana Primarily 
for "Other” Reasons
Figure 2.15: Expenditure Distribution Quarters in Montana for 
Other  Reasons
Quarter 3 groups in Montana 
for “other” reasons represent 
4% of all quarter 3 visitors. The 
group’s expenditures make up 
5% of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants and retail. 
The groups often traveled with 
family, as couples, or alone and 
commonly traveled from 
Minnesota, Wyoming, or North 
Dakota. On average, members 
of this group stayed 8.28 nights 
in Montana and spent $139 per 
day. An estimated $81 million 
was spent by this group in 
quarter 3.
R estaurant
23%
G rocery
8%G a s o lin e
24%
Retail
21%
Hotel
9%
C am ping  
1%
Auto
6%G am bling
<1%
Services /  
1%
\O u tfitter/
G u ide
Transportation 5%
Fees
1%
Tabie 2.43: Group Statistics for Quarter 3 Visitor Groups in MT Primariiy for “Other  Reasons
Average Expenditures of Quarter 3 Visitor Groups in MT Primarily for “Other” Reasons
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 70,496 8.28 $139 $81 million 5%
Tabie 2.44: Most Common 
Group Types
Tabie 2.45: Most Common 
Visitor Residence
Immediate Family Minnesota
Couple Wyoming
Self North Dakota
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Groups in Montana Primarily 
for Vacation, Recreation or Pleasure
Quarter 4 vacationers 
represent 20% of all quarter 4 
visitors. However, the group’s 
expenditures make up 38% of 
all expenditures for the quarter. 
The greatest portions of dollars 
spent were on gasoline, 
outfitter/guides, and 
restaurants. The groups often 
traveled as couples, with 
family, or alone and commonly 
traveled from Washington,
Utah, or California. On 
average, members of this 
group stayed 5.48 nights in 
Montana and spent $221 per 
day. An estimated $165 million 
was spent by this group in 
quarter 4.
Figure 2.16: Expenditure Distribution Quarter 4 Vacationers
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Tabie 2.46: Group Statistics for Quarter 4 Visitors in Montana Primariiy for Vacation/Recreation/Pieasure
Average Expenditures of Quarter 4 Visitor Groups Primarily on Vacation
% of All Average 
Length of Stay 
(nights)
Quarter 4 
Traveler 
Groups
# of Groups Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
20% 135,901 5.48 $221 $165 million 38%
Tabie 2.47: Most Common
Group Types
■ ■
Couple
Immediate Family
Self
Tabie 2.48: Most Common 
Visitor Residence
Residence
Washington
Utah
California
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Groups in Montana Primarily 
to Visit Friends or Relatives
Quarter 4 groups visiting 
friends or relatives in 
Montana represent 20% of all 
quarter 4 visitors. The group’s 
expenditures make up 22% of 
all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and 
retail. The groups often 
traveled alone, with family, or 
as couples and commonly 
traveled from Idaho, 
Washington, or North Dakota. 
On average, members of this 
group stayed 5.22 nights in 
Montana and spent $136 per 
day. An estimated $96 
million was spent by this 
group in quarter 4.
Figure 2.17: Expenditure Distribution Quarter 4 Visiting Friends 
and Reiatives
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Tabie 2.49: Group Statistics for Quarter 4 Visitors in Montana Primariiy to Visit Friends or Reiatives (VFR)
Average Expenditures of Quarter 4 Visitor Groups Primarily to VFR
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
20% 135,315 5.22 $136 $96 million 22%
Tabie 2.50: Most Common
Group Types
■
Self
Immediate Family
Couple
Tabie 2.51: Most Common 
Visitor Residence
Residence
Idaho
Washington
North Dakota
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*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Groups Primarily Passing 
Through Montana
Figure 2.18: Expenditure Distribution Quarter 4 Passing Through
Quarter 4 groups passing 
through Montana represent 
36% of all quarter 4 visitors.
However, the group’s 
expenditures make up only 7% 
of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and 
retail. The groups often 
traveled as couples, alone, or 
with family and commonly 
traveled from Idaho,
Washington, or Wyoming. On 
average, members of this 
group stayed 1.18 nights in 
Montana and spent $109 per 
day. An estimated $31 million 
was spent by this group in 
quarter 4.
Tabie 2.52: Group Statistics for Quarter 4 Visitors Primariiy Passing Through Montana
Average Expenditures of Quarter 4 Visitor Groups Primarily Passing Through MT
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Total
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36% 244,270 1.18 $109 $31 million 7%
Tabie 2.53: Most Common 
Group Types
Group Type
Tabie 2.54: Most Common 
Visitor Residence
Residence
*AII do lla r figures in th is report are inflated to 2007 dollars.
Couple Idaho
Self Washington
Immediate Family Wyoming
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Quarter 4 Groups in Montana Primarily 
for Business
Quarter4 groups in Montana 
for business represent 15% of 
all quarter 4 visitors.
However, the group’s 
expenditures make up 19% of 
all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
restaurants, gasoline, and 
hotels. The groups often 
traveled alone, with business 
associates, or as couples and 
commonly traveled from 
Idaho, North Dakota, or 
V\^oming. On average, 
members of this group stayed 
5.72 nights in Montana and 
spent $142 per day. An 
estimated $85 million was 
spent by this group in quarter 4.
Figure 2.19: Expenditure Distribution Quarter 4 Business Traveiers
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Tabie 2.55: Group Statistics for Quarter 4 Visitors Primariiy for Business
Average Expenditures of Quarter 4 Visitor Groups in MT Primarily for Business
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
15% 104,854 5.72 $142 $85 million 19%
Tabie 2.56: Most Common Group 
Types
*AII do lla r figures in th is report are inflated to 2007 dollars.
Tabie 2.57: Most Common Visitor 
Residence
■
Self Idaho
Business assoc. North Dakota
Couple Wyoming
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Quarter 4 Groups in Montana Primarily 
for "Other” Reasons
Quarter 4 groups in Montana 
for “other” reasons represent 
6% of all quarter 4 visitors. 
However, the group’s 
expenditures make up 13% 
of all expenditures for the 
quarter. The greatest 
portions of dollars spent were 
on gasoline, retail, and 
hotels. The groups often 
traveled alone, as couples, 
or with friends and commonly 
traveled from Wyoming, 
Washington, or New York.
On average, members of this 
group stayed 7.09 nights in 
Montana and spent $211 per 
day. An estimated $60 
million was spent by this 
group in quarter 4.
Figure 2.20 : Expenditure Distribution Quarter 4 in Montana for 
Other  Reasons
C am ping
<1%
R estaurant 
15%
G as o lin e  
21%
Retail
18%
G rocery
8%
Auto 
G am bling
 ̂ I  Fees  
4%Services
1%  Transportation
2%
Outfitter/
G u ide
6%
Tabie 2.58: Group Statistics for Quarter 4 Visitors in Montana Primariiy for “Other  Reasons
Average Expenditures of Quarter 4 Visitor groups Primarily in MT for “Other” Reasons
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
6% 39,833 7.09 $211 $60 million 13%
Tabie 2.59: Most Common Group 
Types
Tabie 2.60: Most Common Visitor 
Residence
■
Self Wyoming
Couple Washington
Friends New York
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Section 3 Travel Party's Residence
Yearly, Montana attracts visitors from across the United States and throughout the 
world. This section identifies the most frequently reported visitor residences for each 
quarter and provides the expenditure distributions, most common group types, and 
common main purposes for visiting Montana for each of the identified residence groups.
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*AII do lla r figures In th is report are Inflated to 2007 dollars.
Quarter 1 Visitors from Wyoming
Quarter 1 visitors from 
Wyoming represent 16% of all 
quarter 1 visitors. However, the 
group’s expenditures make up 
only 7% of all expenditures for 
the quarter. The greatest 
portions of dollars spent were on 
retail, restaurants and gasoline. 
Often, groups from Wyoming 
were made up of people traveling 
alone, as couples, or with family, 
and they commonly visited 
Montana to pass through, for 
vacation, or for business. On 
average, members of this group 
stayed in Montana for 2.62 nights 
and spent $120 per day. An 
estimated $28 million was spent 
by this group in quarter 1.
Figure 3.1: Expenditure Distribution Quarter 1 Visitors from 
Wyoming
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Tabie 3.1: Group Statistics for Quarter 1 Visitors from Wyoming
Average Expenditures of Quarter 1 Visitors from Wyoming
% of All 
Quarter 1 Average Average Total % of all
Traveler
GrouBs
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures
Quarter 1 
Expenditure]
16% 88,664 2.62 $120 $28 million 7%
Tabie 3.2: Most Common Group 
Types
Group Type
Tabie 3.3: Most Common Main 
Purpose of Trip
Main Purpose of Trip
Self
Couple
Immediate Family
Passing Through
Vacation/Recreation/
Pleasure
Business/Convention/
Meeting
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Visitors from Washington
Quarter 1 visitors from 
Washington represent 14% of all 
quarter 1 visitors. The group’s 
expenditures make up 11 % of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, and 
retail. Often, groups from 
Washington were made up of 
people traveling alone, as couples, 
or with family, and they commonly 
visited Montana for vacation, for 
business, or to visit friends or 
relatives. On average, members 
of this group stayed in Montana for 
4.17 nights and spent $132 per 
day. An estimated $42 million was 
spent by this group in quarter 1.
Figure 3.2: Expenditure Distribution Quarter 1 Visitors from  
Washington
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Tabie 3.4: Group Statistics for Quarter 1 Visitors from Washington
Average Expenditures of Quarter 1 Visitors from Washington
% of All Quarter 
1 Traveler 
Groups
#o f
Groups
Average 
Length of 
Stay(nights)
Average
Daily
Expenditures
Total
Expenditures
% of all Quarter 1 
Expenditures
14% 76,710 4.17 $132 $42 million 11%
Tabie 3.5: Most Common Group Tabie 3.6: Most Common Main
Types Purpose of Trip
■
Self Vacation/Recreation/Pleasure
Couple
Business/Convention/
Meeting
Immediate Family
Visiting Friends/ 
Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Visitors from Idaho
Quarter 1 visitors from Idaho 
represent 9% of all quarter 1 
visitors. The group’s expenditures 
make up 5% of all expenditures for 
the quarter. The greatest portions 
of dollars spent were on gasoline, 
restaurants and retail. Often, 
groups from Idaho were made up 
of people traveling as couples, 
alone, or with family, and they 
commonly visited Montana to visit 
friends or relatives, for business, 
or for vacation. On average, 
members of this group stayed in 
Montana for 2.78 nights and spent 
$126 per day. An estimated $ 19 
million was spent by this group in 
quarter 1.
Figure 3.3: Expenditure Distribution Quarter 1 Visitors from idaho
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Tabie 3.7: Group Statistics for Quarter 1 Visitors from idaho
Average Expenditures of Quarter f  Visitors from Idaho
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
9% 53,298 2.78 $126 $19 million 5%
Tabie 3.8: Most Common Group
Types
■ ■
Couple
Self
Immediate Family
Tabie 3.9: Most Common Main 
Purpose of Trip
Main Purpose of Trip
Visiting Friends/ 
Relatives
Business/Convention/
Meeting
Vacation/Recreation/
Pleasure
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Visitors from Alberta
Quarter 1 visitors from 
Alberta represent 7% of all 
quarter 1 visitors. However, the 
group’s expenditures only make 
up 2% of all expenditures for the 
quarter. The greatest portions of 
dollars spent were on gasoline, 
restaurants, and retail. Often, 
groups from Alberta were made 
up of people traveling as 
couples, alone, or with family, 
and they commonly visited 
Montana to pass through, for 
vacation, or for business. On 
average, members of this group 
stayed in Montana for 2.14 
nights and spent $115 per day. 
An estimated $9 million was 
spent by this group in quarter 1.
Figure 3.4: Expenditure Distribution Quarter 1 Visitors from Aiberta
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Tabie 3.10: Group Statistics for Quarter 1 Visitors from Aiberta
Average Expenditures of Quarter 1 Visitors from Alberta
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
7% 38,355 2.14 $115 $9 million 2%
Tabie 3.11: Most Common Group 
Types
Tabie 3.12: Most Common Main 
Purpose of Trip
■
Couple Passing Through
Self Vacation/Recreation/Pleasure
Immediate Family Business/Convention
/Meeting
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Visitors from North Dakota
Quarter 1 visitors from 
North Dakota represent 6% of all 
quarter 1 visitors. The group’s 
expenditures make up 6% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants and retail. Often, 
groups from North Dakota were 
made up of people traveling with 
family, alone, or as couples, and 
they commonly visited Montana 
to visit friends or relatives, for 
vacation, or to pass through. On 
average, members of this group 
stayed in Montana for 3.98 nights 
and spent $170 per day. An 
estimated $24 million was spent 
by this group in quarter 1.
Figure 3.5: Expenditure Distribution Quarter 1 Visitors from North
Dakota
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Tabie 3.13: Group Statistics for Quarter 1 Visitors from North Dakota
Average Expenditures of Quarter 1 Visitors from North Dakota
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
6% 35,366 3.98 $170 $24 million 6%
Tabie 3.14: Most Common 
Group Type
Tabie 3.15: Most Common 
Main Purpose of Trip
■
Immediate Family
1
Visiting Friends/ 
Relatives
Self
Couple
Pleasure
Passing Through
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 1 Visitors from Utah
Quarter 1 visitors from Utah 
represent 5% of all quarter 1 
visitors. The group’s expenditures 
make up 5% of all expenditures for 
the quarter. The greatest portions 
of dollars spent were on gasoline, 
restaurants and grocery. Often, 
groups from North Dakota were 
made up of people traveling alone, 
with family, or as couples, and they 
commonly visited Montana for 
business, for vacation, or to visit 
friends or relatives. On average, 
members of this group stayed in 
Montana for 4.46 nights and spent 
$142 per day. An estimated $20 
million was spent by this group in 
quarter 1.
Figure 3.6: Expenditure Distribution Quarter 1 Visitors from Utah
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Tabie 3.16: Group Statistics for Quarter 1 Visitors from Utah
Average Expenditures of Quarter 1 Visitors from Utah
% of All 
Quarter 1 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(night)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 1 
Expenditures
5% 30,883 4.46 $142 $20 million 5%
Tabie 3.17: Most Common 
Group Type
Tabie 3.18 Most Common Main 
Purpose of Trip
■ ■
Self
Business/Convention
/Meetinfl
Immediate Family
Vacation/Recreation/
Pleasure
Couple
Visiting Friends/ 
Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from Washington
Quarter 2 visitors from 
Washington represent 12% of all 
quarter 2 visitors. The group’s 
expenditures make up 8% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. Often, 
groups from Washington were 
made up of people traveling as 
couples, with family, or alone, 
and they commonly visited 
Montana to pass through, for 
vacation, or to visit friends or 
relatives. On average, members 
of this group stayed in Montana 
for 3.89 nights and spent $134 
per day. An estimated $66 
million was spent by this group in 
quarter 2.
Figure 3.7: Expenditure Distribution Quarter 2 Visitors from 
Washington
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Tabie 3.19: Group Statistics for Quarter 2 Visitors from Washington
Average Expenditures of Quarter 2 Visitors from Washington
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
12% 126,244 3.89 $134 $66 million 8%
Tabie 3.20: Most Common Group Tabie 3.21: Most Common Main
Type Purpose of Trip
■ ■
Couple Passing Through
Immediate Family
Vacation/Recreation/
Pleasure
Self
Visiting Friends/ 
Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from Idaho
Quarter 2 visitors from Idaho 
represent 8% of all quarter 2 
visitors. The group’s 
expenditures make up 3% of all 
expenditures for the quarter. 
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and grocery.
Often, groups from Idaho were 
made up of people traveling as 
couples, alone, or with family, 
and they commonly visited 
Montana to pass through, for 
vacation, or to visit friends or 
relatives. On average, 
members of this group stayed 
in Montana for 2.32 nights and 
spent $112 per day. An 
estimated $23 million was 
spent by this group in quarter 
2.
Figure 3.8: Expenditure Distributions Quarter 2 Visitors from idaho 
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Tabie 3.22: Group Statistics for Quarter 2 Visitors from idaho
Average Expenditures of Qua/fer 2 Visitors from Idaho
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
8% 88,945 2.32 $112 $23 million 3%
Tabie 3.23: Most Common Group 
Type
Tabie 3.2: Most Common Main 
Purpose of Trip
Group Type Main Purpose of Trip
Couple Passing Through
Self Vacation/Recreation/Pleasure
Immediate Family Visiting Friends/Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from Wyoming
Quarter 2 visitors from Wyoming 
represent 8% of all quarter 2 
visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on retail, gasoline, and 
restaurants. Often, groups from 
V\^oming were made up of 
people traveling alone, with 
family, or as couples, and they 
commonly visited Montana to 
pass through, for vacation, or to 
visit friends or relatives. On 
average, members of this group 
stayed in Montana for 2.28 nights 
and spent $164 per day. An 
estimated $33 million was spent 
by this group in quarter 2.
Figure 3.9: Expenditure Distribution Quarter 2 Visitors from Wyoming
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Tabie 3.25: Group Statistics for Quarter 2 Visitors from Wyoming
Average Expenditures of Quarter 2 Visitors from Wyoming
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all Quarter 
2 Expenditures
8% 87,510 2.28 $164 $33 million 4%
Tabie 3.26: Most Common Group 
Type
Group Type
Tabie 3.27: Most Common Main 
Purpose of Trip
Main Purpose of Trip
Self
Immediate Family
Couple
Passing Through
Vacation/Recreation/
Pleasure
Visiting Friends/Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from California
Quarter 2 visitors from California 
represent 5% of all quarter 2 
visitors. The group’s 
expenditures make up 7% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and retail. Often, groups from 
California were made up of 
people traveling alone, as 
couples, or with family, and they 
commonly visited Montana for 
vacation, to visit friends or 
relatives, or to pass through. On 
average, members of this group 
stayed in Montana for 5.81 nights 
and spent $152 per day. An 
estimated $52 million was spent 
by this group in quarter 2.
Figure 3.10: Expenditure Distribution Quarter 2 Visitors from Caiifornia 
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Tabie 3.28: Group Statistics for Quarter 2 Visitors from Caiifornia
Average Expenditures of Quarter 2 Visitors from California
% of All 
Quarter 2 
Traveler 
Groups
#o f
Groups
Average 
Length of 
Stay(nights)
Average
Daily
Expenditures
Total
Expenditures
% of all Quarter 
2 Expenditures
5% 58,818 5.81 $152 $52 million 7%
Tabie 3.29: Most Common Group Type
Group Type
Tabie 3.30: Most Common Main 
Purpose of Trip
Main Purpose of Trip
Self Vacation/Recreation/Pleasure
Couple Visiting Friends/Relatives
Immediate Family Passing Through
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from North Dakota
Quarter 2 visitors from North 
Dakota represent 5% of all 
quarter 2 visitors. The group’s 
expenditures make up 5% of 
all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, retail, and 
restaurants. Often, groups 
from North Dakota were made 
up of people traveling as 
couples, alone, or with family, 
and they commonly visited 
Montana to pass through, to 
visit friends or relatives, or for 
business. On average, 
members of this group stayed 
in Montana for 3.86 nights and 
spent $168 per day. An 
estimated $36 million was 
spent by this group in quarter 
2.
Figure 3.11: Expenditure Distribution Quarter 2 Visitors from North Dakota
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Tabie 3.31: Group Statistics for Quarter 2 Visitors from North Dakota
Average Expenditures of Qua/fer 2 Visitors from North Dakota
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
5% 55,949 3.86 $168 $36 million 5%
Tabie 3.3: Most Common Group Type
Tabie 3.33: Most Common Main 
Purpose of Trip
Couple Passing Through
Self Visiting Friends/ 
Relatives
Immediate Family Business/Convention/
Meetina
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 2 Visitors from Minnesota
Quarter 2 visitors from 
Minnesota represent 4% of all 
quarter 2 visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and hotels. Often, 
groups from Minnesota were 
made up of people traveling 
with family, as couples, or 
alone, and they commonly 
visited Montana to pass 
through, for vacation, or to visit 
friends or relatives. On 
average, members of this group 
stayed in Montana for 5.12 
nights and spent $123 per day. 
An estimated $31 million was 
spent by this group in quarter 2.
Figure 3.12: Expenditure Distribution Quarter 2 Visitors from  
Minnesota
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Tabie 3.34: Group Statistics for Quarter 2 Visitors from Minnesota
Average Expenditures of Quarter 2 Visitors from Minnesota
% of All 
Quarter 2 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 2 
Expenditures
4% 48,776 5.12 $123 $31 million 4%
Tabie 3.35: Most Common Group Tabie 3.36: Most Common Main
Type Purpose of Trip
■
Immediate Family Passing Through
Couple Vacation/Recreation/Pleasure
Self Visiting Friends/Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from Washington
Quarter 3 visitors from 
Washington represent 10% of 
all quarter 3 visitors. The 
group’s expenditures make up 
8% of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and retail. 
Often, groups from Washington 
were made up of people 
traveling as couples, with 
family, or alone, and they 
commonly visited Montana to 
pass through, for vacation, or to 
visit friends or relatives. On 
average, members of this group 
stayed in Montana for 4.38 
nights and spent $149 per day. 
An estimated $117 million was 
spent by this group in quarter 3.
Figure 3.13: Expenditure Distribution Quarter 3 Visitors from  
Washington
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Tabie 3.37: Group Statistics for Q uarters Visitors from Washington
Average Expenditures of Quarter 3 Visitors from Washington
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
10% 179,060 4.38 $149 $ 117 million 8%
Tabie 3.4: Most Common Group Type
Tabie 3.39: Most Common Main 
Purpose of Trip
■
Couple Pass Through
Immediate Family Vacation/Recreation/
Pleasure
Self Visiting Friends/ 
Relatives
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from Idaho
Quarter 3 visitors from Idaho 
represent 8% of all quarter 3 
visitors. However, the group’s 
expenditures make up only 2% of 
all expenditures for the quarter. 
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. Often, 
groups from Idaho were made up 
of people traveling with family, as 
couples, or alone, and they 
commonly visited Montana to 
pass through, for vacation, or to 
visit friends or relatives. On 
average, members of this group 
stayed in Montana for 2.06 nights 
and spent $109 per day. An 
estimated $32 million was spent 
by this group in quarter 3.
Figure 3.14: Expenditure Distribution Quarter 3 Visitors from
idaho
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Tabie 3.40: Group Statistics for Quarter 3 Visitors from idaho
Average Expenditures of Quarter 3 Visitors from Idaho
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
8% 140,927 2.06 $109 $32 million 2%
Tabie 3.5: Most Common Group Tabie 3.42: Most Common Main
Type Purpose of Trip
■
Immediate Family
Passing Through
Couple
Vacati 0 n/Recreati 0 n/ 
Pleasure
Self
Visiting Friends/ 
Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from California
Quarter 3 visitors from California 
represent 8% of all quarter 3 
visitors. The group’s 
expenditures make up 11 % of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and retail. Often, groups from 
California were made up of 
people traveling with family, as 
couples, or alone, and they 
commonly visited Montana for 
vacation, to visit friends or 
relatives, or to pass through. On 
average, members of this group 
stayed in Montana for 6.26 nights 
and spent $180 per day. An 
estimated $158 million was spent 
by this group in quarter 3.
Figure 3.15: Expenditure Distribution Quarter 3 Visitors from
Caiifornia
G a m b lin g . 
<1%
S e rv ic e s . 
1%
R estaurant 
20%
Gasoline  
25% Retail13%
G rocery
9%
Cam ping Transportation 
3%  3%
Outfitter/
G u ide
7%
Tabie 3.43: Group Statistics for Quarter 3 Visitors from Caiifornia
% of All Quarter 
1 Traveler 
Groups
#o f
Groups
Average 
Length of 
Stay 
(nights)
Average
Daily
Expenditures
Total
Expenditures
% of all Quarter 
3 Expenditures
8% 140,098 6.26 $180 $158 million 11%
Tabie 3.44: Most Common Group Type
Tabie 3.45: Most Common Main 
Purpose of Trip
■
Immediate Family
Vacation/Recreation/
Pleasure
Couple
Visiting Friends/ 
Relatives
Self Passing Through
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from Minnesota
Quarter 3 visitors from Minnesota 
represent 4% of all quarter 3 
visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, retail, and 
restaurants. Often, groups from 
Minnesota were made up of 
people traveling with family, as 
couples, or alone, and they 
commonly visited Montana for 
vacation, to pass through or to 
visit friends or relatives. On 
average, members of this group 
stayed in Montana for 4.76 nights 
and spent $180 per day. An 
estimated $66 million was spent 
by this group in quarter 3.
Figure 3.16: Expenditure Distribution Quarter 3 Visitors from  
Minnesota
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Tabie 3.46: Group Statistics for Quarter 3 Visitors from Minnesota
Average Expenditures of Qua/fer 3 Visitors From Minnesota
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 77,095 4.76 $180 $66 million 4%
Tabie 3.47: Most Common Group Type
Tabie 3.48: Most Common Main 
Purpose of Trip
■ ■
Immediate Family
Vacati on/Recreati on/ 
Pleasure
Couple Passing Through
Self Visiting Friends/ Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from Utah
Quarter 3 visitors from Utah 
represent 4% of all quarter 3 
visitors. The group’s 
expenditures make up 3% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and grocery. Often, groups from 
Utah were made up of people 
traveling with friends, as couples, 
or alone, and they commonly 
visited Montana for vacation, to 
pass through, or for business.
On average, members of this 
group stayed in Montana for 4.29 
nights and spent $159 per day.
An estimated $51 million was 
spent by this group in quarter 3.
Figure 3.17: Expenditure Distribution Quarter 3 Visitors from Utah
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Tabie 3.49: Group Statistics for Quarter 3 Visitors from Utah
Average Expenditures of Quarter 3 Visitors from Utah
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 74,608 4.29 $159 $51 million 3%
Tabie 3.50: Most Common Group 
Type
Tabie 3.51: Most Common Main 
Purpose of Trip
■ ■
Immediate Family Vacation/Recreation/Pleasure
Couple Passing Through
Self Business/Convention/Meeting
60
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Quarter 3 Visitors from Colorado
Quarter 3 visitors from Colorado 
represent 4% of all quarter 3 
visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and retail. Often, groups from 
Colorado were made up of 
people traveling with family, as 
couples, or alone, and they 
commonly visited Montana for 
vacation, to pass through, or for 
business. On average, members 
of this group stayed in Montana 
for 5.43 nights and spent $167 
per day. An estimated $65 
million was spent by this group in 
quarter 3.
Figure 3.18: Expenditure Distribution Quarter 3 Visitors from
Coiorado
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Tabie 3.52: Group Statistics for Quarter 3 Visitors from Coiorado
Average Expenditures of Qua/fer 3 Visitors From Colorado
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 72,121 5.43 $167 $65 million 4%
Tabie 3.53: Most Common Tabie 3.54: Most Common Main
Group Type Purpose of Trip
■ ■
Immediate Family Vacation/Recreation/Pleasure
Couple Passing Through
Self Business/Convention/Meeting
*Aii do iia r figures in th is report are inflated to 2007 dollars.
61
_ 
Quarter 3 Visitors from Wyoming
Quarter 3 visitors from 
Wyoming represent 4% of all 
quarter 3 visitors. The group’s 
expenditures make up 1 % of 
all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and 
retail. Often, groups from 
V\^oming were made up of 
people traveling as couples, 
with family, or alone, and they 
commonly visited Montana to 
pass through, to visit friends or 
relatives, or for vacation. On 
average, members of this 
group stayed in Montana for 
2.86 nights and spent $ 119 
per day. An estimated $22 
million was spent by this group 
in quarter 3.
Figure 3.19: Expenditure Distribution Quarter 3 Visitors from  
Wyoming
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Tabie 3.55: Group Statistics forQ uarter 3 Visitors from Wyoming
Average Expenditures of Quarter 3 Visitors From Wyoming
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 65,489 2.86 $119 $22 million 1%
Tabie 3.56 Most Common Group Type
Tabie 3.57: Most Common Main 
Purpose of Trip
■ ■
Couple Passing Though
Immediate Family
Visiting Friends/ 
Relatives
Vacati on/Recreati on/ 
Pleasure
Self
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 3 Visitors from North Dakota
Quarter 3 visitors from North 
Dakota represent 4% of all 
quarter 3 visitors. The group’s 
expenditures make up 3% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. Often, 
groups from North Dakota were 
made up of people traveling 
with family, alone, or as 
couples, and they commonly 
visited Montana to pass 
through, for vacation, or for 
business. On average, 
members of this group stayed in 
Montana for 3.55 nights and 
spent $185 per day. An 
estimated $46 million was spent 
by this group in quarter 3.
Figure 3.20: Expenditure Distribution Quarter 3 Visitors from North
Dakota
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Tabie 3.58: Group Statistics forQ uarter 3 Visitors from North Dakota
Average Expenditures of Qua/fer 3 Visitors From North Dakota
% of All 
Quarter 3 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 3 
Expenditures
4% 69,634 3.55 $185 $46 million 3%
Tabie 3.59: Most Common Group Type
Tabie 3.60: Most Common Main 
Purpose of Trip
■
Immediate Family Passing Through
Self
Vacation/Recreation/
Pleasure
Couple
Business/Convention/
Meeting
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Idaho
Quarter 4 visitors from Idaho 
represent 12% of all quarter 4 
visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. Often, 
groups from Idaho were made 
up of people traveling as 
couples, alone, or with family, 
and they commonly visited 
Montana to pass through, visit 
friends or relatives, or for 
business. On average, 
members of this group stayed in 
Montana for 2.18 nights and 
spent $90 per day. An 
estimated $16 million was spent 
by this group in quarter 4.
Figure 3.21: Expenditure Distribution Quarter 4 Visitors from idaho
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Tabie 3.61: Group Statistics for Quarter 4 Visitors from Washington
Average Expenditures of Quarter 4 Visitors from Washington
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
12% 82,810 2.18 $90 $16 million 4%
Tabie 3.62: Most Common Group Type
Tabie 3.63: Most Common Main Purpose of 
Trip
■
Couple Passing Through
Self Visiting Friends/ 
Relatives
Immediate Family Business/Convention/
Meeting
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Washington
Quarter 4 visitors from 
Washington represent 12% of 
all quarter 4 visitors. The 
group’s expenditures make up 
9% of all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
gasoline, restaurants, and retail. 
Often, groups from Washington 
were made up of people 
traveling alone, as couples, or 
with family, and they commonly 
visited Montana to pass 
through, for vacation, or visit 
friends or relatives. On 
average, members of this group 
stayed in Montana for 3.85 
nights and spent $136 per day. 
An estimated $42 million was 
spent by this group in quarter 4.
Figure 3.22: Expenditure Distribution Quarter 4 Visitors from  
Washington
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Tabie 3.64: Group Statistics for Quarter 4 Visitors from Washington
Average Expenditures of Quarter 4 Visitors from Washington
% of All 
Quarter 4 Average Average Total % of all
Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures
Quarter 4 
Expenditures
12% 79,286 3.85 $136 $42 million 9%
Tabie 3.65: Most Common Group Type
Tabie 3.66: Most Common Main Purpose of 
Trip
■
Self Passing Through
Couple Vacation/Recreation/Pleasure
Immediate Family Visiting Friends/ Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Wyoming
Quarter 4 visitors from 
Wyoming represent 9% of all 
quarter 4 visitors. The group’s 
expenditures make up 9% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on retail, gasoline, 
and restaurants. Often, groups 
from Wyoming were made up of 
people traveling alone, as 
couples, or with family, and they 
commonly visited Montana to 
pass through, for business, or 
visit friends or relatives. On 
average, members of this group 
stayed in Montana for 3.78 
nights and spent $175 per day. 
An estimated $39 million was 
spent by this group in quarter 4.
Figure 3.23: Expenditure Distribution Quarter 4 Visitors from
Wyoming
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Tabie 3.67: Group Statistics for Quarter 4 Visitors from Wyoming
% of All Quarter 
4 Traveler 
Groups
#o f
Groups
Average 
Length of 
Stay 
(nights)
Average
Daily
Expenditures
Total
Expenditures
% of all Quarter 
4 Expenditures
9% 58,143 3.78 $175 $39 million 9%
Tabie 3.68: Most Common Group Type
Self
Couple
Immediate Family
Tabie 3.69: Most Common Main Purpose 
of Trip
Main Purpose of TrI
Passing Through
Business/Convention/
Meeting
Visiting Friends/ 
Relatives
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from North Dakota
Quarter 4 visitors from North 
Dakota represent 8% of all 
quarter 4 visitors. The group’s 
expenditures make up 4% of all 
expenditures for the quarter. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and retail. Often, groups from 
North Dakota were made up of 
people traveling alone, as 
couples, or with business 
associates, and they commonly 
visited Montana to pass through, 
for business, or to visit friends or 
relatives. On average, members 
of this group stayed in Montana 
for 2.02 nights and spent $147 
per day. An estimated $16 
million was spent by this group in 
quarter 4.
Figure 3.24: Expenditure Distribution Quarter 4 Visitors from North
Dakota
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Tabie 3.70: Group Statistics for Quarter 4 Visitors from North Dakota
Average Expenditures of Quarter 4 Visitors from North Dakota
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of Stay 
(nights)
Average Daily 
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
8% 53,445 2.02 $147 $16 million 4%
Tabie 3.71: Most Common Group Type
Tabie 3.72: Most Common Main 
Purpose of Trip
■
Self Passing Through
Couple
Business/Convention/
Meeting
Business Assoc.
Visiting Friends/ 
Relatives
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Alberta
Quarter 4 visitors from Alberta 
represent 6% of all quarter 4 
visitors. The group’s 
expenditures make up 2% of 
all expenditures for the quarter. 
The greatest portions of dollars 
spent were on gasoline, retail, 
and restaurants. Often, groups 
from Alberta were made up of 
people traveling as couples, 
with family, or alone, and they 
commonly visited Montana to 
pass through, for vacation, or 
to go shopping. On average, 
members of this group stayed 
in Montana for 1.51 nights and 
spent $123 per day. An 
estimated $8 million was spent 
by this group in quarter 4.
Table 3.73: Group
Figure 3.25: Expenditure Distribution Quarter 4 Visitors from Alberta
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Average Expenditures of Quarter 4 Visitors from Alberta
% of All 
Quarter 4 Average Average Total % of all
Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures
Quarter 4 
Expenditures
6% 40,524 1.51 $123 $8 million 2%
Table 3.74: Most Common Group Type
Table 3.75: Most Common Main 
Purpose of Trip
■
Couple Passing Through
Vacati on/Recreati on/
Immediate Family Pleasure
Self Shopping
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Quarter 4 Visitors from California
Quarter 4 visitors from 
California represent 5% of all 
quarter 4 visitors. The group’s 
expenditures make up 6% of 
all expenditures for the 
quarter. The greatest portions 
of dollars spent were on 
restaurants, gasoline, and 
retail. Often, groups from 
California were made up of 
people traveling alone, with 
family, or as couples, and they 
commonly visited Montana for 
vacation, to visit friends or 
relatives, or for business. On 
average, members of this 
group stayed in Montana for 
4.62 nights and spent $163 
per day. An estimated $27 
million was spent by this 
group in quarter 4.
Figure 3.26: Expenditure Distribution Quarter 4 Visitors from Caiifornia
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Tabie 3.76: Group Statistics for Quarter 4 Visitors from Caiifornia
Average Expenditures of Quarter 4 Visitors from California
% of All 
Quarter 4 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Quarter 4 
Expenditures
5% 35,825 4.62 $163 $27 million 6%
Tabie 3.77: Most Common Group Type
Tabie 3.78: Most Common Main Purpose of 
Trip
■
Self
Vacati on/Recreati on/ 
Pleasure
Immediate Family
Visiting Friends/ 
Relatives
Couple
Business/Convention/
Meeting
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Minnesota
Quarter 4 visitors from 
Minnesota represent 5% of all 
quarter 4 visitors. The group’s 
expenditures make up 6% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. Often, 
groups from Minnesota were 
made up of people traveling as 
couples, with family, or alone, 
and they commonly visited 
Montana to pass through, to visit 
friends or relatives, or for 
vacation. On average, 
members of this group stayed in 
Montana for 4.37 nights and 
spent $167 per day. An 
estimated $24 million was spent 
by this group in quarter 4.
Figure 3.27: Expenditure Distribution Quarter 4 Visitors from 
Minnesota
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Tabie 3.79: Group Statistics for Quarter 4 Visitors from Minnesota
Average Expenditures of Qua/fer 4 Visitors from Minnesota
% of All 
Quarter 4 Average Average Total % of all
Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures
Quarter 4 
Expenditures
5% 33,476 4.37 $167 $24 million 6%
Tabie 3.80: Most Common Group Type
Tabie 3.81: Most Common Main Purpose 
of Trip
Couple Passing Through
Immediate Family
Visiting Friends/ 
Relatives
Self Vacation/Recreation/Pleasure
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Quarter 4 Visitors from Utah
Quarter 4 visitors from Utah 
represent 5% of all quarter 4 
visitors. The group’s 
expenditures make up 3% of all 
expenditures for the quarter.
The greatest portions of dollars 
spent were on gasoline, retail, 
and restaurants. Often, groups 
from Utah were made up of 
people traveling with family, 
alone, or as couples, and they 
commonly visited Montana for 
vacation, for business, or to visit 
friends or relatives. On average, 
members of this group stayed in 
Montana for 2.67 nights and 
spent $146 per day. An 
estimated $14million was spent 
by this group in quarter 4.
Figure 3.28: Expenditure Distribution Quarter 4 Visitors from Utah
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Tabie 3.82: Group Staiisiics ror uuaner 4 visiiors rrom ^aiirornia
Average Expenditures of Qua/fer 4 Visitors from California
% of All 
Quarter 4 Average Average Total % of all
Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures
Quarter 4 
Expenditures
5% 35,825 2.67 $146 $14 million 3%
Tabie 3.83: Most Common Group Type
Tabie 3.84: Most Common Main Purpose 
of Trip
■
Immediate Family Vacation/Recreation/
Pleasure
Self Business/Convention/Meeting
Couple Visiting Friends/ 
Relatives
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Section 4 US Geographic Regions Expenditure Distributions
It is common in travel and marketing research to split the United States into geographic 
regions. In this analysis, nine US regions were explored. The regions were examined 
using full year data only. However, quarter visitation frequencies are provided for each 
region. Please keep in mind that regions should not be directly compared without 
acknowledging that each region contains different numbers of states. For this report, the 
states for each region are the same regions utilized by Smith Travel Research, a 
company highly recognized for providing the travel industry with lodging performance 
data from around the country. The nine regions are as follows:
Mountain Region: Idaho, Wyoming, Colorado, Utah, Nevada, Arizona, and New Mexico (this 
region also includes Montana when utilized by Smith Travel Research)
Pacific Region: Alaska, Washington, Oregon, California, and Hawaii
West-North-Centrai Region: Minnesota, North Dakota, South Dakota, Iowa, Nebraska, 
Missouri, and Kansas
East-North-Centrai Region: Michigan, Wisconsin, Illinois, Indiana, and Ohio
South Atlantic Region: Maryland, Delaware, West Virginia, Virginia, North Carolina, South 
Carolina, Georgia, Florida, and Washington D.C.
West-South Central Region: Arkansas, Oklahoma, Texas, and Louisiana
East-South-Centrai Region: Kentucky, Tennessee, Alabama, and Mississippi
Middle Atlantic Region: New York, Pennsylvania, and New Jersey
New England Region: Maine, New Hampshire, Vermont, Massachusetts, Connecticut, and 
Rhode Island
72
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Montana Visitors from Mountain Region*
* T ravelers from  the M ounta in Region include residents o f Idaho, W yom ing, Colorado, Utah, Nevada,
Arizona, and New Mexico.
In total, this region accounted 
for 29% of the 2005 travelers 
surveyed and 18% of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. On 
average, these visitors stayed 
3.43 nights in Montana and 
spent $136 per day. An 
estimated $551 million was 
spent by this group. Tables 
4.2  4.4 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Figure 4.1: Expenditure Distribution of Groups from Mountain Region
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Tabie 4.1: Group Statistics for Visitors from Mountain Region
Average Expenditures of Visitors from the Mountain Region
% of All 2005 Average Average Total % of all 2005Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures Expenditures
29% 1,184,391
Tabie 4.2: Most Common 
Group Types
Group Type
Self
Couple
Immediate Family
3.43 $136
Tabie 4.3: Quarteriy Visitation 
Frequencies
24%
25%
29%
22%
$551 Million 18%
Tabie 4.4: Most Common Main 
Purposes for Visit
Main Purpose of Trip
Passing Through
Vacation/Recreation/
Pleasure
Visiting Friends/ 
Relatives
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Montana Visitors from Pacific Region*
*Trave lers from  the Pacific Region include residents o f Alaska, W ashington, Oregon, C aliforn ia, and
Hawaii.
In total, this region 
accounted for 21 % of the 
2005 travelers surveyed and 
19% of 2005 visitor 
expenditures. The greatest 
portions of dollars spent 
were on gasoline, 
restaurants, and retail. On 
average, these visitors 
stayed 4.76 nights in 
Montana and spent $147 
per day. An estimated $594 
million was spent by this 
group. Tables 4 .6 4 .8  
describe this region’s most 
common group types, 
quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Figure 4.2: Expenditure Distribution of Groups from Pacific Region
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Tabie 4.5: Group Statistics for Visitors from Pacific Region
Average Expenditures of Visitors From the Pacific Region
% of All 2005
Traveler # of Groups
Groups
21% 850,633
Average 
Length of Stay 
(nights)
4.76
Average
Daily
Expenditures
$147
Total
Expenditures
% of all 2005 
Expenditures
$594 Million 19%
Tabie 4.6: Most Common 
Group Types
Tabie 4.7: Quarteriy Visitation 
Frequencies
Tabie 4.8 Most Common Main 
Purposes for Visit
Group Type
Couple
Self
Immediate Family
Percent
19%
25%
38%
18%
Main Purpose of Trip
Vacati on/Recreati on/ 
 Pleasure_____
Passing Through
Visiting Friends/ 
Relatives
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Montana Visitors from West-North-
Central Region*
* T ravelers from  the W est-N orth-C entra l Region include residents o f M innesota, N orth  Dakota, South
Dakota, Iowa, Nebraska, M issouri, and Kansas.
In total, this region accounted for 
15% of the 2005 travelers 
surveyed and 15% of 2005 
visitor expenditures. The 
greatest portions of dollars spent 
were on gasoline, restaurants, 
and retail. On average, these 
visitors stayed 4.42 nights in 
Montana and spent $162 per 
day. An estimated $449 million 
was spent by this group. Tables 
4 .1 0 4 .1 2  describe this region’s 
most common group types, 
quarterly visitation frequencies, 
and most common main 
purposes for visiting Montana.
Table 4.9: Group Statistic
Figure 4.3: Expenditure Distribution of Groups from West-North- 
Central Region
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Average Expenditures of Visitors From the West North Central Region
% of All 2005 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 2005 
Expenditures
15% 626,055 4.42 $162 $449 Million 15%
Table 4.10: Most Common 
Group Types
■
Couple
Immediate Family
Self
Table 4.11: Quarterly Visitation 
Frequencies
Percent
19%
26%
36%
19%
Table 4.12: Most Common Main 
Purposes for Visit
Main Purpose of Trip
Vacati 0 n/Recreati 0 n/ 
Pleasure
Passing Through
Visiting Friends/ 
Relatives
*Aii do iia r figures in th is report are inflated to 2007 dollars.
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Montana Visitors from East-North- 
Central Region*
Trave lers from  the East-North-Central Region include residents o f M ichigan, W isconsin, Illino is ,
Indiana, and Ohio.
In total, this region accounted 
for 7% of the 2005 travelers 
surveyed and 10% of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on hotels, 
gasoline, and restaurants.
On average, these visitors 
stayed 6.13 nights in 
Montana and spent $182 per 
day. An estimated $301 
million was spent by this 
group. Tables 4 .1 4 4 .1 6  
describe this region’s most 
common group types, 
quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Figure 4.4: Expenditure Distribution of Groups from East North Centrai
Region
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Tabie 4.13: Group Statistics for Visitors from the East-North-Centrai Region
% of All 
2005 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total Expenditures % of all 2005 Expenditures
7% 270,185 6.13 $182 $301 Million 10%
Tabie 4.14: Most Common 
Group Types
Tabie 4.15: Quarteriy Visitation 
Frequencies
Tabie 4.16: Most Common Main 
Purposes for Visit
Group Type
Couple
Immediate Family
Self
Percent
14%
26%
47%
14%
Main Purpose of Trip
Vacati on/Recreati on/ 
Pleasure
Visiting Friends/ 
Relatives
Passing Through
*AII do lla r figures In th is report are Inflated to 2007 dollars.
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Montana Visitors from South Atlantic
Region*
*Trave lers from  the South A tla n tic  Region include residents o f M aryland, Delaware, W est V irg in ia , 
V irg in ia , N orth  Carolina, South Carolina, Georgia, F lorida, and W ashington D.C.
In total, this region accounted 
for 6% of the 2005 travelers 
surveyed and 11 % of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on restaurants, 
gasoline, and retail. On 
average, these visitors stayed 
6.94 nights in Montana and 
spent $188 per day. An 
estimated $335 million was 
spent by this group. Tables 
4.18  4.20 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most common 
main purposes for visiting 
Montana.
Figure 4.5: South Atlantic Region Expenditure Categories
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Tabie 4.17: Group Statistics for Visitors from the South Atlantic Region
Average Expenditures of Visitors From the South Atlantic Region
% of All 2005 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 2005 
Expenditures
6% 257,056 6.94 $188 $335 Million 11%
Tabie 4.18: Most Common 
Group Types
Self
Immediate Family
Tabie 4.19: Quarteriy Visitation 
Frequencies
Tabie 4.20: Most Common Main 
Purposes for Visit
Quarter 3
Quarter 4
48%
12%
■
Couple
1
9% Vacati on/Recreati on/ 
Pleasure
Meeting
Passing Through
*AII do lla r figures in th is report are inflated to 2007 dollars.
77
 -
Montana Visitors from West-South- 
Central Region*
*T rave lers from  the West South Central Region include residents o f Arkansas, Oklahoma, Texas, and
Louisiana.
In total, this region accounted 
for 5% of the 2005 travelers 
surveyed and 8% of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. On 
average, these visitors stayed
6.65 nights in Montana and 
spent $179 per day. An 
estimated $241 million was 
spent by this group. Tables 
4.22  4.24 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Table 4.21: Group Stati
Figure 4.6: Expenditure Distribution for Visitors from West-South-Central
Region
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10%
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Average Expenditures of Visitors From the West South Central Region
% of All 2005 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 2005 
Expenditures
5% 202,466 6.65 $179 $241 Million 8%
Table 4.22: Most Common 
Group Types
Group Type
Couple
Self
Immediate Family
Table 4.23: Quarterly Visitation 
Frequencies
Percent
12%
28%
45%
15%
Table 4.24: Most Common Main 
Purposes for Visit
Main Purpose of Trip
Vacati on/Recreati on/ 
Pleasure
Visiting Friends/ 
Relatives
Passing Through
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors from East-South- 
Central Region*
*Trave le rs from  the East-South-Central Region include residents o f Kentucky, Tennessee, Alabama, and
M ississippi.
In total, this region accounted 
for 3% of the 2005 travelers 
surveyed and 5% of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. On 
average, these visitors stayed
6.65 nights in Montana and 
spent $187 per day. An 
estimated $164 million was 
spent by this group. Tables 
4.26  4.28 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Figure 4.7: Expenditure Distribution for Visitors from East-South-Centrai
Region
G am b lin g .
1% 
C am ping  
1%
Transportation. 
1%
R estaurant 
20%
Gasoline
23%
Retail
16%
Hotel
11%
Services  
2%
.G ro cery  
Outfltter/Gulde 8%  
5%
Tabie 4.25: Group Statistics for Visitors from East-South-Centrai Region
Average Expenditures of Visitors from the East South Central US
% of All 2005 Average Average Total % of all 2005Traveler
Groups
# of Groups Length of 
Stay (nights)
Daily
Expenditures Expenditures Expenditures
3% 131,983 6.65 $187 $164 Million 5%
Tabie 4.26: Most Common 
Group Types
Group Type
Couple
Immediate Family
Self
Tabie 4.27: Quarteriy Visitation 
Frequencies
Percent
16%
25%
45%
14%
Tabie 4.28: Most Common Main 
Purpose of Visit
Main Purpose of Trip
Vacati on/Recreati on/ 
Pleasure
Passing Through
Visiting Friends/ 
Relatives
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors from Middle Atlantic
Region*
*Trave lers from  the M iddle A tla n tic  Region include residents o f New York, Pennsylvania, and New
Jersey.
Figure 4.8: Expenditure Distributions for Visitors from Middie Atiantic
Region
In total, this region accounted 
for 3% of the 2005 travelers 
surveyed and 4% of 2005 visitor 
expenditures. The greatest 
portions of dollars spent were 
on retail, restaurants, and 
gasoline. On average, these 
visitors stayed 5.32 nights in 
Montana and spent $201 per 
day. An estimated $127 million 
was spent by this group.
Tables 4.30  4.32 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most common 
main purposes for visiting 
Montana.
R estaurant
21%
Retail
23%
Gasoline
18%
Hotel
11%
Gam bling
<1% Auto
6% .G rocery7%Services1%
G a m p ln g /
1% Fees3% Outfitter/Guide6%Transportation
2%
Table 4.29: Group Statistics for Visitors from the Middle Atlantic Region
Average Expenditures of Visitors From the Middle Atlantic
% of All 2005 # o f
Average 
Length of AverageDaily
Expenditures
Total % of all 2005
Groups Groups Stay(nights)
Expenditures Expenditures
3% 118,854 5.32 $201 $127 Million 4%
Table 4.30: Most Common 
Group Types
Group Type
Couple
Immediate Family
Self
Tabie 4.31: Quarterly Visitation 
Frequencies
Percent
16%
12%
50%
22%
Table 4.32: Most Common Group 
Types
Main Purpose of Trip
Vacation/Recreation/
Pleasure
Visiting Friends/ 
Relatives
Passing Through
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors from New England 
Region*
*Trave lers from  the New England Region include residents o f Maine, New Ham pshire, Verm ont,
Massachusetts, Connecticut, and Rhode Island.
In total, this region accounted 
for 1 % of the 2005 travelers 
surveyed and 2% of 2005 
visitor expenditures. The 
greatest portions of dollars 
spent were on restaurants, 
auto, retail, and gasoline. On 
average, these visitors stayed 
5.32 nights in Montana and 
spent $225 per day. An 
estimated $68 million was 
spent by this group. Tables 
4.34  4.36 describe this 
region’s most common group 
types, quarterly visitation 
frequencies, and most 
common main purposes for 
visiting Montana.
Figure 4.9: Expenditure Distribution for Visitors from the New Engiand
Region
Auto
16%
Retail
14%R estaurant
23%
Hotel
10% Gasoline14%
Services
<1%
Gam bling,
1%
Gamplng^^
1%
.Outfitter/Guide
8%Fees
2%
G rocery  
Transportation  
3%
Tabie 4.33: Expenditures of Visitors from New Engiand Region
Average Expenditures of Visitors From the New England Region
% of All 2005 
Traveler 
Groups
# of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 2005 
Expenditures
1% 56,663 5.32 $225 $68 Million 2%
Tabie 4.34 : Most Common 
Group Types
Tabie 4.35: Quarteriy Visitation 
Frequency
Tabie 4.36: Most Common Main 
Purposes for Visit
Group Type
Immediate Family
Couple
Self
Percent
13%
26%
36%
25%
Main Purpose of Trip
Vacation/Recreation/
Pleasure
Visiting Friends/ 
Relatives
Business/Convention/ 
______ Meetinfl______
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Section 5 Expenditure Distribution by Main Attraction
Montana has a lot to offer to its visitors. The 2005 nonresident visitor study asked 
participants who were in Montana, at least in part, for vacation about what attracted 
them most to Montana. This section looks at those attractions most frequently reported 
as the main attractions to Montana and the expenditure distributions of the associated 
visitor groups. The attraction groups were examined at the full year level with quarterly 
visitation breakdowns provided.
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*AII do lla r figures In th is report are Inflated to 2007 dollars.
Montana Visitors Primarily Attracted by 
Yellowstone National Park
Figure 5.1: Expenditure Distribution Vacationers Primariiy Attracted by 
Yeiiowstone Nationai Park
Overall, 22% of all 2005 
vacationers to Montana were 
primarily attracted by 
Yellowstone National Park, 
making up 1 % of all 2005 
vacationer expenditures. The 
greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. The 
groups often traveled as 
couples, with family, or alone 
and commonly traveled from 
Utah, California, or Idaho. On 
average, they spent 4.16 
nights in Montana and spent 
$173 per day. An estimated 
$31 million was spent by this 
group.
R estaurant
21%
Gasoline
24%
Retail
16%
Hotel
11%
G am bling  \  
< 1%
Transportation
Services
1%
.G rocery
8%
Fees
3%
Auto
6%
Outfltter/Gulde
6%C am ping
3%
Tabie 5.1: Group Statistics for Visitors Primariiy Attracted to Montana by Yeiiowstone Nationai Park
Average Expenditures of Visitors Primarily Attracted to M l by Yellowstone
% of All 2005 
Vacationers # of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Vacationer 
Expenditures
22% 43,396 4.16 $173 $31 million 16%
Tabie 5.2: Most Common 
Group Types
Group Type
Tabie 5.3: Most Common Visitor 
Residence
Residence
Couple Utah
Immediate Family California
Self Idaho
*AII do lla r figures in th is report are inflated to 2007 dollars.
83
Montana Visitors Primarily Attracted by 
Glacier National Park
Overall, 14% of all 2005 
vacationers to Montana were 
primarily attracted by Glacier 
National Park, making up 1% of 
all 2005 vacationer 
expenditures. The greatest 
portions of dollars spent were 
on gasoline, restaurants, and 
retail. The groups often 
traveled as couples, with family, 
or with friends and commonly 
traveled from Washington, 
Minnesota, or California. On 
average, they spent 5.7 nights 
in Montana and spent $164 per 
day. An estimated $26 million 
was spent by this group.
Figure 5.2: Expenditure Distribution Vacationers Primariiy Attracted by 
Giacier Nationai Park
Restaurant 
22%G asoline
27%
Retail
16%
S e rv ic e s ____ 
<1%  G am bling
(F e e s  
3%
Transportation  
1%
G rocery  
8%
(C am ping  LO utfltter/G ulde  
3%  4%
Tabie 5.4: Group Statistics for Visitors Primariiy Attracted to Montana by Giacier Nationai Park
Average Expenditures of Visitors Primarily Attracted to M l by Glacier
% of All 2005 
Vacationers # of Groups
Average 
Length of 
Stay (nights)
Average
Daily
Expenditures
Total
Expenditures
% of all 
Vacationer 
Expenditures
14% 27,433 5.7 $164 $26 million 13%
Tabie 5.5: Most Common 
Group Types
Tabie 5.6: Most Common Visitor 
Residence
Group Type Residence
Couple Washington
Immediate Family Minnesota
Friends California
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors Primarily Attracted by 
Mountains and Forests
Overall, 17% of all 2005 
vacationers to Montana were 
primarily attracted to the 
mountains and forests, making 
up 2% of all 2005 vacationer 
expenditures. The greatest 
portions of dollars spent were 
on gasoline, restaurants, and 
retail. The groups often 
traveled as couples, with family, 
or alone and commonly traveled 
from North Dakota, Minnesota, 
or Washington. On average, 
they spent 6.34 nights in 
Montana and spent $192 per 
day. An estimated $41 million 
was spent by this group.
Figure 5.3: Expenditure Distribution Vacationers Primariiy Attracted by
Mou ntai ns/Forests
G a m b lin g ______ 
1%  C am ping
Transportation
2%
R estaurant 
21%
G asoline  
26%
Retail
19%
G rocery  
8%
Outfitter/Guide
4%
Tabie 5.7: Group Statistics for Visitors Primarily Attracted to Montana by Mountains and Forests
Average Expenditures of Visitors Attracted to M l Primarily by Mountains/Forests
% of All 2005 Average Average Total % of all
Vacationers # of Groups Length of Stay (nights)
Daily
Expenditures Expenditures
Vacationer
Expenditures
17% 33,791 6.34 $192 $41 million 21%
Tabie 5.8: Most Common Tabie 5.9: Most Common Visitor
Group Types Residence
■
Couple North Dakota
Immediate Family Minnesota
Self Washington
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors Primarily Attracted by 
Family and Friends
Figure 5.4: Expenditure Distribution Vacationers Primariiy Attracted by
Famiiy/ Friends
Overall, 15% of all 2005 
vacationers to Montana were 
primarily attracted by family and 
friends, making up 1% of all 
2005 vacationer expenditures. 
The greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. The 
groups often traveled with family, 
as couples, or alone and 
commonly traveled from 
Washington, California, and 
Idaho. On average, they spent 
6.16 nights in Montana and 
spent $165 per day. An 
estimated $29 million was spent 
by this group.
Restaurant
24%
Retail
20%
Gasoline
26%
Hotel
6%C am ping
1%
Fees /  /
1% /
Outfitter/Guide /  I
1 % / 
T ran sp o rta tlo n jG a m b lIn g  
2% 2%
.G rocery
12%.Auto
3%
.Services
2%
Tabie 5.10: Group Statistics for Visitors Primariiy Attracted by Famiiy and Friends
Average Expenditures of Visitors Attracted to M l by Family and/or Friends
% of All 2005 # o f
Vacationers Groups
15% 28,746
Average 
Length of 
Stay(nights)
6.16
Average
Daily
Expenditures
Total
Expenditures
% of all 
Vacationer 
Expenditures
$165
Tabie 5.11: Most Common Group
$29 million
Tabie 5.12: Most Common
15%
Types Visitor Residence
Immediate Family Washington
Couple California
Self Idaho
*AII do lla r figures in th is report are inflated to 2007 dollars.
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Montana Visitors Primarily Attracted by 
Open Space or Uncrowded Areas
Overall, 13% of all 2005 
vacationers to Montana were 
primarily attracted by open 
space or uncrowded areas, 
making up 1 % of all 2005 
vacationer expenditures. The 
greatest portions of dollars 
spent were on gasoline, 
restaurants, and retail. The 
groups often traveled with as 
couples, with family, or alone 
and commonly traveled from 
Washington, Idaho, and 
California. On average, they 
spent 6.24 nights in Montana 
and spent $192 per day. An 
estimated $30 million was spent 
by this group.
Figure 5.5: Expenditure Distribution Vacationers Primariiy Attracted by 
Open space/ Uncrowded Areas
G am b lin g .
1%
C am ping
2%
Restaurant 
19%
Gasoline  
25% Retail
18%
Hotel
8%
G rocery  
9%
Services
2%  Transportation  
3%
Outfltter/Gulde  
3%
Tabie 5.2: Group Statistics for Visitors Primariiy Attracted by Montana s Open Space/ Uncrowded areas
Average Expenditures of Visitors Attracted to MT by Open Space/ Uncrowded Areas
% of All 2005 Average Average Total % of All
Vacationers # of Groups Length of Stay (nights)
Daily
Expenditures Expenditures
Vacationer
Expenditures
13% 25,222 6.24
Tabie 5.4: Most Common Group Types
$192 $30 million
Tabie 5.3: Most Common Visitor 
Residence
15%
*AII do lla r figures in th is report are inflated to 2007 dollars.
Couple Washington
Immediate Family Idaho
Self California
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Section 6 M arketing Response
This final section of the report identifies various groups’ responses to marketing. 
Specifically, this section identifies the most useful source of information, the percent of 
the group who used an information source, and the percent of repeat visitors in each 
group. This information is provided quarterly for primary purpose for visiting Montana, 
visitor residence, and main attractions to Montana.
Points of interest:
In nearly every group, “internet” was reported to be the most useful information source 
of those who used an information source.
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Quarter 1 Marketing Responsiveness
Table 6.1: Quarter 1 Marketing Responsiveness by Main Purpose o f Montana Visit
Main Purpose of 
trip to Montana
Vacation/
Recreation/
Pleasure
Visiting Friends 
or Relatives
Passing Through
Shopping
Business/
Convention/
Meeting
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
Other
86% 79%
97% 50%
91% 59%
100% 62%
81% 69%
98% 58%
Most Useful Information 
Source (if one was 
used)
Internet
Internet
Internet
Info from private 
businesses
Internet
Internet
Table 6.2 Quarter 1 Marketing Responsiveness by Visitor Residence
Q1 Residence
Wyoming
Washington
Idaho
Alberta
North Dakota
Utah
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
98% 52%
93% 61%
95% 54%
95% 65%
99% 68%
88% 68%
Most Useful Information 
Source (if one was 
used)
Internet
Internet
Internet
Internet
Internet
Internet
Table 6.3: Quarter 1 Marketing Responsiveness by Primary Montana Attraction
Primary 01 
Attraction
Mountains/Forest
Family/Friends
Open
Space/Uncrowded
Areas
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
90% 85%
92% 59%
87%
Most Useful Information 
Source (if one was 
used)
Internet
Internet
77% Montana Travel Planner
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Quarter 2 Marketing Responsiveness
Table 6.4: Quarter 2 Marketing Responsiveness by Main Purpose of Montana Visit
Other 84% 56%
71% 87% Internet
90% 63% Internet
85% 70% internet
71% 57% Internet
88% 69% Internet
Internet
Table 6.5: Quarter 2 Marketing Responsiveness by Visitor Residence
91% 60% Internet
96% 51% Internet
98% 61% Internet
75% 73% Internet
96% 74% Internet
76% 86% Internet
>le6.6: Quarter 2 Marketing Responsiveness by Primary Montana Attraction
61% 92% Internet
85% 65% Internet
65% 88% Internet
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Quarter 3 Marketing Responsiveness
Table 6.7: Q uarters Marketing Responsiveness by Main Purpose of Montana Visit
Main Purpose of 
trip to Montana
Vacation/
Recreation/
Pleasure
Visiting Friends 
or Relatives
Passing Through
Shopping
Business/
Convention/
Meeting
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
Most Useful Information 
Source (if one was 
used)
Other
76% 87%
89% 60%
81% 69%
80% 82%
65% 72%
87% 63%
Internet
Internet
Internet
Internet
Internet
Internet
Table 6.8: Q uarters Marketing Responsiveness by Visitor Residence
92% 69% Internet
95% 46% Internet
81% 82% Internet
87% 79% Automobile Club
92% II 64% II Internet
able 6.9: Q uarters Marketing Responsiveness by Primary Montana Attraction
61% 84% Internet
67% 96% Internet
76% 85% Internet
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Quarter 4 Marketing Responsiveness
Table 6.10: Quarter 4 Marketing Responsiveness by Main Purpose of Montana Visit
Main Purpose of 
Trip to Montana
Vacation/
Recreation/
Pleasure
Visiting Friends 
or Relatives
Passing Through
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
77% 73%
95% 49%
90% 67%
Most Useful Information 
Source (if one was 
used)
Internet
Internet
Internet
Shopping
Business/
Convention/
Meeting
95% 61% Internet
nternet
Other Internet
Table 6.11: Quarter 4 Marketing Responsiveness by Visitor Residence
Q4 Residence
Idaho
Washington
Wyoming
North Dakota
Alberta
Utah
California
Minnesota
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
98% 45%
95% 61%
95% 59%
86% 57%
98% 67%
87% 56%
75% 73%
87% 80%
Most Useful Information 
Source (if one was 
used)
Internet
Internet
Internet
Internet
Automobile Club
Internet
Internet
Automobile Club
Table 6.12: Quarter 4 Marketing Responsiveness by Primary Montana Attraction
Primary 04  
Attraction
Family/Friends
Mountains/Forests
Wildlife/Fish
Percent of Groups 
Who are Repeat 
Visitors to Montana
Percent of Groups 
Who Used an 
Information Source
Most Useful Information 
Source (if one was 
used)
93% 62% Internet
70% 68% Internet
75% 79% Internet
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Appendix A: All Visitor Residences by Quarter and by Primary Purpose
A. 1: Visitor Residences for Quarter 1 Groups in Montana Primariiy for 
Vacation/Pieasure/Recreation
Q1 Vacation/Recreation/Pleasure
State, Province, or Country Percent
W a s h in g to n 16%
M in n e so ta 9%
W y o m in g 8%
id a h o 7%
N o rth  D ako ta 7%
U ta h 6%
S a ska tch ew a n 5%
A ib e r ta 4%
O regon 3%
W isco n s in 2%
G eorg ia 2%
C a iifo rn ia 2%
F io rida 2%
S o u th  D ako ta 2%
N ew  Y ork 2%
U nkn o w n 2%
Nevada 2%
O hio 1%
C o io ra d o 1%
Texas 1%
B ritis h  C o iu m b ia 1%
N ew  M e x ico 1%
iii in o is 1%
P ennsyivan ia 1%
T ennessee 1%
Aiabam a 1%
M ic h ig a n 1%
Aiaska 1%
N ew  Je rsey 1%
Louisiana 1%
Nebraska 1%
M assachuse tts 1%
Arizona 1%
M a n ito b a <1%
Kansas <1%
C o n n e c ticu t <1%
K e n tu cky <1%
D e ia w a re <1%
iow a <1%
ind iana <1%
O kiahom a <1%
V irg in ia <1%
U n ite d  K ingdom <1%
South  C aro iina <1%
M is s o u r i <1%
Flawaii <1%
U n ite d  S ta tes <1%
...C on tinued in  Column 2
State, Province, or Country Percent
M a ry ia n d <1%
G e rm a n y <1%
P h iiipp in es <1%
N o rth  C a ro iina <1%
W a s h in g to n  DC <1%
Total 100%
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A. 2: Visitor Residences for Quarter 1 Groups in Montana Primariiy to Visit Friends or
Reiatives
Q1 - Friends/Relatives
State, Province, or Country Percent
W a s h in g to n 13%
Id a h o 13%
N o rth  D ako ta 11%
C a lifo rn ia 7%
W y o m in g 7%
S o u th  D ako ta 6%
C o io ra d o 5%
U ta h 5%
O regon 3%
iow a 3%
Arizona 2%
Aiaska 2%
A ib e r ta 2%
Fio rida 2%
iii in o is 2%
N ew  Y ork 2%
M in n e so ta 2%
W isco n s in 1%
Texas 1%
Nevada 1%
M ic h ig a n 1%
M a ssachuse tts 1%
Kansas 1%
B ritis h  C o iu m b ia 1%
ind iana 1%
U nkn o w n 1%
H aw a ii 1%
O n ta r io 1%
M a ry ia n d 1%
N ew  H a m p s h ire <1%
T ennessee <1%
N o rth  C aro iina <1%
Canada <1%
O hio <1%
Aiabam a <1%
M a n ito b a <1%
U n ite d  K ingdom <1%
O kiahom a <1%
M a in e <1%
G eorg ia <1%
M is s o u r i <1%
Arkansas <1%
P ennsyivan ia <1%
V irg in ia <1%
State, Province, or Country Percent
N ew  M e x ico <1%
C o n n e c ticu t <1%
Total 100
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A. 3: Visitor Residences for Quarter 1 Groups in Montana Primariiy to Pass Through
Q1 - Pass Through
State, Province, or Country Percent
W y o m in g 27%
A lb e r ta 20%
W a s h in g to n 10%
id a h o 7%
S a ska tch ew a n 6%
N o rth  D ako ta 5%
M in n e so ta 4%
U ta h 3%
C a iifo rn ia 2%
P ennsyivan ia 2%
U nkn o w n 2%
B ritis h  C o iu m b ia 2%
S o u th  D ako ta 2%
C o io ra d o 2%
Arizona 1%
N ew  Y ork 1%
Texas 1%
O regon 1%
iow a 1%
O kiahom a 1%
O n ta r io <1%
M a n ito b a <1%
Fio rida <1%
N ew  FI am ps  hi re <1%
O hio <1%
M ic h ig a n <1%
W isco n s in <1%
E ngiand <1%
ind iana <1%
Canada <1%
N e w fo u n d la n d <1%
Total 100
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A. 4: Visitor Residences for Quarter 1 Groups in Montana Primariiy for Business
Q1 Business
State. Province, or Country Percent
W a s h in g to n 16%
Id aho 12%
W y o m in g 8%
U ta h 8%
C o io ra d o 7%
O regon 4%
A ib e r ta 4%
C a iifo rn ia 4%
M in n e s o ta 4%
N o rth  D ako ta 4%
Texas 3%
W isco n s in 2%
Aiabam a 2%
N o rth  C aro iina 2%
T ennessee 2%
iii in o is 2%
M ic h ig a n 1%
P ennsyivan ia 1%
iow a 1%
S o u th  D ako ta 1%
O hio 1%
F io rida 1%
Kansas 1%
B ritis h  C o iu m b ia 1%
Nebraska 1%
M a ssach u se tts 1%
A rizona 1%
G e rm a n y <1%
V irg in ia <1%
O n ta r io <1%
M a ry ia n d <1%
N ew  Je rse y <1%
G eorg ia <1%
ind iana <1%
Z a m b ia <1%
W a s h in g to n  D.C. <1%
K e n tu cky <1%
N ew  M e x ico <1%
N ew  Y ork <1%
O kiahom a <1%
N ew  FI am ps  hi re <1%
M a n ito b a <1%
Ire la n d <1%
France <1%
Total 100
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A. 5: Visitor Residences for Quarter 1 Groups in Montana Primariiy for Other  Reasons
Q l o t h e r
State, Province, or Country Percent
W y o m in g 46%
W a s h in g to n 11%
U ta h 9%
id a h o 8%
N o rth  D ako ta 4%
C a iifo rn ia 4%
B ritis h  C o iu m b ia 3%
A ib e r ta 2%
M ic h ig a n 2%
T ennessee 2%
O regon 2%
iii in o is 2%
O hio 1%
A iaska 1%
Canada 1%
Texas 1%
Total 100%
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A. 6: Visitor Residences for Quarter 2 Groups in Montana Primariiy for
Vacation/Pieasure/Recreation
Q2 Vacation/Recreation/Pleasure
State, Province, or Country Percent
W a s h in g to n 8%
Idaho 6%
C a lifo rn ia 6%
F io rida 5%
U ta h 5%
W y o m in g 5%
Texas 4%
iii in o is 3%
M in n e so ta 3%
W isco n s in 3%
A ib e r ta 3%
C o io ra d o 3%
G e o rg ia 2%
G e rm a n y 2%
Nebraska 2%
A rizona 2%
V irg in ia 2%
M ic h ig a n 2%
iow a 2%
Kansas 2%
U nkn o w n 1%
N o rth  C a ro iina 1%
T ennessee 1%
M is s o u r i 1%
N evada 1%
M assach u se tts 1%
N o rth  D ako ta 1%
C o n n e c ticu t 1%
Aiabam a 1%
S o u th  D ako ta 1%
O regon 1%
M iss iss ip p i 1%
M a ry ia n d 1%
U n ite d  K ing d o m 1%
N e w  Je rsey 1%
P ennsyivan ia 1%
N ew  York 1%
B ritis h  C o iu m b ia 1%
O hio 1%
M a n ito b a 1%
ind iana 1%
A rkansas 1%
S a ska tch ew a n 1%
S outh  C aro iina 1%
D e ia w a re <1%
N e th e r la n d s <1%
A u s tra lia <1%
O n ta r io <1%
A iaska <1%
State, Province, or Country Percent
S w itz e r la n d <1%
Q u e b ec <1%
N ew  M e x ico <1%
O kia ho m a <1%
France <1%
Flawaii <1%
S w eden <1%
N ew  Ze a la n d <1%
Engiand <1%
Louisiana <1%
U n ite d  S ta tes <1%
Flong Kong <1%
In d ia <1%
W a s h in g to n  D.C. <1%
G re a t B rita in <1%
Canada <1%
Ire la n d <1%
N ew  F la m psh ire <1%
Total 100%
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A. 7: Visitor Residences for Quarter 2 Groups in Montana Primariiy to Visit Friends or
Reiatives
Q2 - Friends/Relatives
State, Province, or Country Percent
W a s h in g to n 13%
N o rth  D ako ta 9%
W y o m in g 9%
id a h o 8%
C a iifo rn ia 7%
M in n e s o ta 5%
Canada 4%
O regon 4%
A rizona 3%
U ta h 3%
A rkansas 3%
C o io ra d o 2%
A ib e r ta 2%
M ic h ig a n 2%
S ou th  D ako ta 2%
O hio 2%
Texas 2%
Nebraska 1%
V irg in ia 1%
W isco n s in 1%
N o r th w e s t T e r r ito r ie s 1%
iii in o is 1%
Nevada 1%
iow a 1%
U n kn o w n 1%
A iaska 1%
F io rida 1%
N ew  Y ork 1%
O kiahom a 1%
M a ry ia n d 1%
M o n ta n a 1%
U n ite d  S ta tes 1%
N ew  M e x ico <1%
M a ssach u se tts <1%
M is s o u r i <1%
N ew  Je rse y <1%
W e s t V irg in ia <1%
T ennessee <1%
C o n n e c ticu t <1%
H aw a ii <1%
Aiabam a <1%
G eorg ia <1%
N o rth  C aro iina <1%
N ew  Ze a ia n d <1%
Kansas <1%
S a ska tch ew a n <1%
U n ite d  K ing d o m <1%
N ew  H a m p s h ire <1%
State, Province, or Country Percent
ind iana <1%
D e ia w a re <1%
B ritis h  C o iu m b ia <1%
O n ta r io <1%
A u s tra iia <1%
Total 100%
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A. 8: Visitor Residences for Quarter 2 Groups in Montana Primariiy to Pass Through
Q2 Pass Through
State, Country, or Province Percent
W a s h in g to n 14%
W y o m in g 12%
id a h o 9%
N o rth  D ako ta 8%
A ib e r ta 7%
M in n e s o ta 5%
C o io ra d o 4%
U ta h 3%
C a iifo rn ia 3%
O regon 3%
P o iand 3%
B ritis h  C o iu m b ia 3%
U n kn o w n 2%
S outh  C aro iina 2%
Texas 1%
N evada 1%
Nebraska 1%
M ic h ig a n 1%
W isco n s in 1%
F io rida 1%
O hio 1%
A rizona 1%
D e ia w a re 1%
V irg in ia 1%
S w eden 1%
O n ta r io 1%
G e rm a n y 1%
Kansas 1%
N ew  Y ork <1%
U n ite d  S ta tes <1%
S o u th  D ako ta <1%
iow a <1%
A rkansas <1%
A u s tra iia <1%
iii in o is <1%
ind iana <1%
P ennsyivan ia <1%
Q uebec <1%
Louisiana <1%
N o r th w e s t T e r r ito r ie s <1%
S a ska tch ew a n <1%
Aiabam a <1%
A iaska <1%
G eorg ia <1%
M is s o u r i <1%
N ig e ria <1%
M a n ito b a <1%
N e th e r ia n d s <1%
M a ry ia n d <1%
State, Country, or Province Percent
O kia ho m a <1%
H aw a ii <1%
N ew  M e x ico <1%
K e n tu cky <1%
N o rth  C aro iina <1%
T ennessee <1%
Canada <1%
Total 100%
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A. 9: Visitor Residences for Quarter 2 Groups in Montana Primariiy for Business
Q2 Business
State, Province, or Country Percent
W a s h in g to n 14%
Id aho 10%
C o lo ra d o 8%
U ta h 6%
W y o m in g 5%
C a lifo rn ia 5%
N o rth  D ako ta 5%
U n kn o w n 5%
Nebraska 4%
M in n e s o ta 4%
O regon 4%
F lo rida 3%
Texas 2%
S o u th  D ako ta 2%
iii in o is 2%
A lb e r ta 2%
O klahom a 1%
G eorg ia 1%
O hio 1%
V irg in ia 1%
M ic h ig a n 1%
S outh  C aro lina 1%
M a ry la n d 1%
W isco n s in 1%
N ew  M e x ico 1%
B ritis h  C o lu m b ia 1%
Kansas 1%
M a in e 1%
P ennsylvan ia 1%
U n ite d  S ta tes 1%
A laska 1%
A rizona <1%
Indiana <1%
S w itz e r la n d <1%
U n ite d  K ing d o m <1%
A rkansas <1%
G e rm a n y <1%
Nevada <1%
Iowa <1%
N o rth  C aro lina <1%
V e rm o n t <1%
Louisiana <1%
M a ssach u se tts <1%
T ennessee <1%
Total 100%
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A. 10: Visitor Residences for Quarter 2 Groups in Montana Primariiy for Other  Reasons
Q 2 o th e r
State, Province, or Country Percent
W a s h in g to n 16%
Id aho 10%
C a lifo rn ia 8%
M in n e s o ta 8%
W y o m in g 5%
C o lo ra d o 5%
Q uebec 5%
M ic h ig a n 4%
O regon 4%
U ta h 4%
A lb e r ta 3%
U n kn o w n 3%
F lo rida 3%
S outh  C aro lina 3%
K e n tu cky 2%
A rizona 2%
C o n n e c ticu t 2%
P ennsylvan ia 2%
Texas 2%
S a ska tch ew a n 1%
Kansas 1%
N ew  M e x ico 1%
M a ry la n d 1%
N o rth  D ako ta 1%
A rkansas 1%
M is s o u r i 1%
Nebraska 1%
Total 100%
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A. 11: Visitor Residences for Quarter 3 Groups in Montana Primariiy for Vacation, Recreation,
or Pieasure
Q3 Vacation/Recreation/P leasure
State, Province, or Country Percent
C a lifo rn ia 9%
W a s h in g to n 6%
C o lo ra d o 5%
U ta h 5%
Texas 4%
Id a h o 4%
F lo rida 4%
M in n e so ta 3%
N ew  Y ork 3%
A lb e r ta 3%
Ill in o is 3%
W isco n s in 3%
P ennsylvan ia 3%
G eorg ia 3%
S o u th  D ako ta 2%
O regon 2%
V irg in ia 2%
M ic h ig a n 2%
Kansas 2%
W y o m in g 2%
N o rth  D ako ta 2%
Arizona 2%
U nkn o w n 2%
E ngland 1%
O klahom a 1%
T ennessee 1%
O hio 1%
Nevada 1%
Ind iana 1%
Nebraska 1%
N ew  Je rse y 1%
N o rth  C aro lina 1%
South  C aro lina 1%
Iow a 1%
U n ite d  S ta tes 1%
M is s o u r i 1%
C o n n e c ticu t 1%
N e th e r la n d s 1%
M a ssachuse tts 1%
G e rm a n y 1%
Alabam a 1%
M a in e 1%
B ritis h  C o lu m b ia 1%
A u s tra lia <1%
S a ska tch ew a n <1%
O n ta r io <1%
France <1%
K e n tu cky <1%
Arkansas <1%
State, Province, or Country Percent
B e lg iu m <1%
S w itz e r la n d <1%
Q u e b ec <1%
W e s t V irg in ia <1%
N u n a v u tT e r r lto r le s <1%
N ew  M e x ico <1%
M a ry la n d <1%
W a s h in g to n  D.C. <1%
M exico <1%
M a n ito b a <1%
B osn ia <1%
V e rm o n t <1%
Ita ly <1%
Canada <1%
Flawall <1%
U n ite d  K ing d o m <1%
A laska <1%
N o rw a y <1%
T a iw a n <1%
V irg in  Is lands <1%
Spain <1%
M iss iss ip p i <1%
Ire la n d <1%
Louisiana <1%
S ou th  A frica <1%
D e n m a rk <1%
N o rth  A m e ric a <1%
N ew  F la m psh ire <1%
F lo lla nd <1%
Flong Kong <1%
Total 100
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A. 12: Visitor Residences for Quarter 3 Groups in Montana Primariiy to Visit Friends or
Reiatives
Q3 - Friends/Relatives
State, Province, or Country Percent
C a lifo rn ia 12%
W a s h in g to n 11%
Id aho 7%
W y o m in g 5%
O regon 5%
M in n e s o ta 5%
N o rth  D ako ta 4%
Texas 3%
Iowa 3%
A rizona 3%
N evada 3%
C o lo ra d o 3%
S o u th  D ako ta 3%
U n kn o w n 3%
M ic h ig a n 2%
U ta h 2%
W isco n s in 2%
O hio 2%
Nebraska 2%
M is s o u r i 2%
G eorg ia 1%
P ennsylvan ia 1%
V irg in ia 1%
iii in o is 1%
T ennessee 1%
Kansas 1%
F lo rida 1%
N ew  Y ork 1%
N ew  M e x ico 1%
M a ry la n d 1%
U n ite d  S ta tes 1%
A lb e r ta 1%
M a ssach u se tts 1%
A laska 1%
Indiana 1%
B ritis h  C o lu m b ia 1%
O klahom a 1%
E ngland <1%
A rkansas <1%
M a in e <1%
N ew  Je rs e y <1%
N ew  Ze a la n d <1%
S outh  C aro lina <1%
N o rth  C aro lina <1%
N ew  H a m p s h ire <1%
Louisiana <1%
U n ite d  K ing d o m <1%
S lovak ia <1%
G e rm a n y <1%
State, Province, or Country Percent
V e rm o n t <1%
K e n tu cky <1%
G re a t B rita in <1%
Canada <1%
France <1%
M is s iss ip p i <1%
C o n n e c ticu t <1%
Total 100%
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A. 13: Visitor Residences for Quarter 3 Groups in Montana Primariiy to Pass Through
Q3 Pass Through
State, Province, or Country Percent
Id aho 16%
W a s h in g to n 16%
C a lifo rn ia 5%
N o rth  D ako ta 5%
M in n e s o ta 5%
W y o m in g 4%
O regon 4%
U ta h 4%
W isco n s in 3%
U n kn o w n 3%
A lb e r ta 3%
C o lo ra d o 2%
Texas 2%
M ic h ig a n 2%
A rizona 2%
F lo rida 2%
Iii in o is 1%
V irg in ia 1%
B ritis h  C o lu m b ia 1%
S o u th  D ako ta 1%
Nevada 1%
M a ry la n d 1%
O n ta r io 1%
Kansas 1%
M is s o u r i 1%
K e n tu cky 1%
S a ska tch ew a n 1%
Ind iana 1%
M a n ito b a 1%
A laska 1%
S w itz e r la n d 1%
P ennsylvan ia 1%
G eorg ia 1%
O hio <1%
D e n m a rk <1%
N ew  Y ork <1%
Iowa <1%
A u s tra lia <1%
Nebraska <1%
U n ite d  S ta tes <1%
O klahom a <1%
A rkansas <1%
D e la w a re <1%
T ennessee <1%
S outh  C aro lina <1%
G e rm a n y <1%
Ire la n d <1%
M a in e <1%
State, Country, or Province Percent
C o n n e c ticu t <1%
B e lg ium <1%
Yem en <1%
N ew  Je rse y <1%
Japan <1%
Alabam a <1%
Total 100%
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A. 14: Visitor Residences for Quarter 3 Groups in Montana Primariiy for Business
Q3 Business
State, Province, or Country Percent
W a s h in g to n 11%
N o rth  D ako ta 10%
C o lo ra d o 7%
Id aho 7%
U ta h 7%
C a lifo rn ia 6%
M in n e s o ta 5%
T ennessee 5%
F lo rida 4%
Iowa 4%
Texas 3%
G eorg ia 3%
O regon 2%
M is s iss ip p i 2%
P ennsylvan ia 2%
U n kn o w n 2%
M a ry la n d 2%
A rizona 1%
U n ite d  S ta tes 1%
V irg in ia 1%
N o rth  C a ro lina 1%
W isco n s in 1%
iii in o is 1%
A rkansas 1%
Nevada 1%
W y o m in g 1%
O hio 1%
N ew  Je rse y 1%
S o u th  D ako ta 1%
A lb e r ta 1%
Kansas 1%
S a ska tch ew a n 1%
M is s o u r i 1%
Rhode is land 1%
B ritis h  C o lu m b ia <1%
O n ta r io <1%
N ew  Y ork <1%
O klahom a <1%
Indiana <1%
M ic h ig a n <1%
S outh  C aro lina <1%
Nebraska <1%
Ire la n d <1%
Total 100%
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A. 15: Visitor Residences for Quarter 3 Groups in Montana Primariiy for Other  Reasons
Q3 Other
state, Province, or Country Percent
M in n e s o ta 14%
W y o m in g 13%
N o rth  D ako ta 11%
iii in o is 7%
W a s h in g to n 6%
F io rida 6%
U ta h 5%
Louisiana 5%
id a h o 4%
C a iifo rn ia 4%
A rkansas 3%
T ennessee 3%
A ib e r ta 3%
M ic h ig a n 2%
C o io ra d o 2%
A rizona 2%
V irg in ia 1%
O regon 1%
B ritis h  C o iu m b ia 1%
M a ry ia n d 1%
Q uebec 1%
C o iu m b ia 1%
Nevada 1%
N ew  Y ork 1%
O hio 1%
S outh  C aro iina <1%
Total 100%
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A. 16: Visitor Residences for Quarter 4 Groups in Montana Primariiy for Vacation, Recreation,
or Pieasure
Q4 Vacation/Recreation/Pleasure
State, Province, or Country Percent
W a s h in g to n 11%
U ta h 11%
C alifo rn ia 8%
Texas 6%
A ib e r ta 5%
W is c o n s in 5%
M in n e s o ta 4%
id a h o 4%
C o io ra d o 3%
A rizona 3%
W y o m in g 3%
Nebraska 2%
P ennsylvania 2%
F io rida 2%
B ritis h  C o iu m b ia 2%
N o rth  C aro iina 2%
G eorg ia 2%
S a ska tch ew a n 2%
O regon 2%
Louisiana 2%
N ew  York 1%
V e rm o n t 1%
M ic h ig a n 1%
S o u th  D ako ta 1%
A rkansas 1%
M is s o u r i 1%
A laska 1%
V irg in ia 1%
Alabam a 1%
i i i in o is 1%
N o rth  D ako ta 1%
M a in e 1%
U n ite d  K ingdom 1%
D e la w a re 1%
U n ite d  S ta tes 1%
Kansas 1%
N ew  Je rsey 1%
M assach u se tts 1%
O hio <1%
Canada <1%
N ew  F la m psh ire <1%
O n ta r io <1%
iow a <1%
N evada <1%
T e n n esse e <1%
K e n tu cky <1%
C o n n e c ticu t <1%
M is s iss ip p i <1%
State, Province, or Country Percent
Q uebec <1%
Ind iana <1%
Total 100%
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A. 17: Visitor Residences for Quarter 4 Groups in Montana Primariiy to Visit Friends or
Reiatives
Q4 - Friends/Relatives
State, Province, or Country Percent
Id aho 13%
W a s h in g to n 11%
N o rth  D ako ta 9%
M in n e s o ta 7%
C o io ra d o 7%
C a iifo rn ia 7%
W y o m in g 6%
U ta h 5%
S o u th  D ako ta 3%
O regon 2%
W isco n s in 2%
P ennsylvan ia 2%
M a ssach u se tts 2%
N ew  Y ork 2%
U n kn o w n 2%
A rizona 1%
O hio 1%
M ic h ig a n 1%
T ennessee 1%
B ritis h  C o iu m b ia 1%
Texas 1%
Iii in o is 1%
V irg in ia 1%
N ew  H a m p s h ire 1%
F io rida 1%
A laska 1%
U n ite d  S ta tes 1%
M is s o u r i 1%
O k lahom a 1%
C o n n e c ticu t 1%
G eorg ia 1%
A ib e r ta 1%
M a ry ia n d <1%
N ew  M e x ico <1%
W a s h in g to n  D.C. <1%
Costa Rica <1%
K e n tu cky <1%
N o rth  C aro iina <1%
M a in e <1%
Nevada <1%
S a ska tch ew a n <1%
Japan <1%
Indiana <1%
Iowa <1%
N ew  Je rse y <1%
Louisiana <1%
O n ta r io <1%
S w eden <1%
State, Country, or Province Percent
H aw a ii <1%
N ew  Ze a la n d <1%
H aiti <1%
N e th e r la n d s <1%
S outh  C aro iina <1%
Total 100%
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A. 18: Visitor Residences for Quarter 4 Groups in Montana Primariiy to Pass Through
Q4 Pass Through
State, Province, or Country Percent
Id aho 17%
W a s h in g to n 15%
W y o m in g 11%
N o rth  D ako ta 11%
A ib e r ta 10%
M in n e s o ta 6%
U n kn o w n 5%
Nevada 4%
S a ska tch ew a n 2%
U ta h 2%
M ic h ig a n 2%
C a iifo rn ia 1%
B ritis h  C o iu m b ia 1%
O n ta r io 1%
P ennsylvan ia 1%
M a n ito b a 1%
C o io ra d o 1%
A laska 1%
O regon 1%
N ew  Y ork 1%
W isco n s in 1%
Texas 1%
N o rth  C aro iina 1%
A rizona <1%
H aw a ii <1%
Nebraska <1%
S o u th  D ako ta <1%
K e n tu cky <1%
M is s iss ip p i <1%
U n ite d  S ta tes <1%
Iii in o is <1%
T a iw a n <1%
O hio <1%
V irg in ia <1%
Kansas <1%
Alabam a <1%
Canada <1%
F io rida <1%
Total 100%
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A. 19: Visitor Residences for Quarter 4 Groups in Montana Primariiy for Business
Q4 Business
State, Province, or Country Percent
Idaho 12%
N o rth  D ako ta 12%
W y o m in g 10%
C alifo rn ia 8%
U ta h 8%
W a s h in g to n 6%
U nkn o w n 5%
O regon 4%
C o io ra d o 4%
M in n e s o ta 3%
M ic h ig a n 2%
N o rth  C aro iina 2%
A ib e r ta 2%
F io rida 2%
Texas 2%
S o u th  D ako ta 2%
G eorg ia 1%
N evada 1%
A rizona 1%
Iii in o is 1%
T ennessee 1%
M a ry ia n d 1%
M is s o u r i 1%
M assach u se tts 1%
N ew  M e x ico 1%
V irg in ia 1%
B ritis h  C o iu m b ia 1%
M a n ito b a 1%
S outh  C aro iina 1%
O hio 1%
B ritis h  In d ia n  O cean T e r r ito ry 1%
O n ta r io 1%
P ennsylvania 1%
A rkansas <1%
S a ska tch ew a n <1%
Iow a <1%
N ew  B ru n sw ick <1%
W isco n s in <1%
Nebraska <1%
Alabam a <1%
U n ite d  S ta tes <1%
Japan <1%
G e rm a n y <1%
A laska <1%
N ew  Je rsey <1%
Total 100%
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A. 20: Visitor Residences for Quarter 4 Groups in Montana Primariiy for Other  Reasons
Q 4 o th e r
State, Province, or Country Percent
W y o m in g 17%
W a s h in g to n 16%
N ew  Y ork 14%
id a h o 9%
C a iifo rn ia 7%
C o io ra d o 4%
Texas 4%
C o n n e c ticu t 4%
A ib e r ta 3%
M in n e s o ta 3%
N o rth  D ako ta 3%
B ritis h  C o iu m b ia 2%
Nebraska 2%
F io rida 2%
Kansas 2%
P ennsyivan ia 1%
iii in o is 1%
O hio 1%
N evada 1%
iow a 1%
U n ite d  S ta tes 1%
A rizona 1%
U ta h 1%
Total 100%
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Appendix B: All Visitor Residences by Main Attraction
B. 1: Visitor Residences for Those Primariiy Attracted to Montana by Yeiiowstone Nationai 
Park
Yellowstone NP
State, Province, or Country Percent
U ta h 10%
C a lifo rn ia 9%
id a h o 7%
W a s h in g to n 7%
Texas 4%
W isco n s in 4%
F io rida 4%
M in n e s o ta 3%
Kansas 3%
N o rth  D ako ta 3%
G eorg ia 2%
G e rm a n y 2%
iii in o is 2%
N evada 2%
O regon 2%
N ew  Y ork 2%
C o io ra d o 2%
P ennsyivan ia 2%
W y o m in g 2%
V irg in ia 1%
T ennessee 1%
A u s tra lia 1%
Nebraska 1%
M a ssach u se tts 1%
N o rth  C aro iina 1%
A rizona 1%
M ic h ig a n 1%
iow a 1%
M a in e 1%
France 1%
S o u th  D ako ta 1%
S w itz e r la n d 1%
U n ite d  K ing d o m 1%
M is s o u r i 1%
B ritis h  C o iu m b ia 1%
Alabam a 1%
M a ry ia n d 1%
S w eden 1%
U n kn o w n 1%
K e n tu cky 1%
O hio 1%
A ib e r ta 1%
E ngland 1%
C o n n e c ticu t 1%
Indiana <1%
A rkansas <1%
M a n ito b a <1%
State, Province, or Country Percent
S outh  C aro iina <1%
N e th e r la n d s <1%
B e lg ium <1%
N ew  Ze a la n d <1%
O kla ho m a <1%
D e n m a rk <1%
N ew  Je rse y <1%
Flawall <1%
V e rm o n t <1%
B osn ia <1%
Ita ly <1%
Louisiana <1%
Q uebec <1%
N ew  M e x ico <1%
Flong Kong <1%
Spain <1%
W a s h in g to n  DC <1%
M is s iss ip p i <1%
N ew  F la m psh ire <1%
iO <1%
U n ite d  S ta tes <1%
W e s t V irg in ia <1%
F lo iiand <1%
A laska <1%
O n ta r io <1%
S a ska tch ew a n <1%
T o ta l 100%
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B. 2: Visitor Residences for Those Primariiy Attracted to Montana by Giacier Nationai Park
Glacier NP
State, Province, or Country Percent
W a s h in g to n 8%
M in n e s o ta 6%
C a iifo rn ia 6%
M ic h ig a n 5%
Texas 5%
P ennsyivan ia 4%
A ib e r ta 4%
C o io ra d o 4%
F io rida 3%
V irg in ia 3%
Nebraska 3%
iii in o is 3%
O regon 3%
W isco n s in 3%
id a h o 3%
U ta h 3%
A rizona 2%
U n kn o w n 2%
G eorg ia 2%
O kiahom a 2%
C o n n e c ticu t 2%
Kansas 2%
B ritis h  C o iu m b ia 2%
iow a 1%
ind iana 1%
N ew  Y ork 1%
M a ry ia n d 1%
O hio 1%
N o rth  D ako ta 1%
Nevada 1%
N o rth  C aro iina 1%
Aiabam a 1%
T ennessee 1%
M a ssach u se tts 1%
N e th e r ia n d s 1%
S w itz e r ia n d 1%
M is s o u r i 1%
N ew  M e x ico 1%
D e ia w a re 1%
K e n tu cky 1%
A rkansas <1%
M exico <1%
Flawaii <1%
S o u th  D ako ta <1%
N ew  Je rse y <1%
S a ska tch ew a n <1%
U n ite d  S ta tes <1%
G e rm a n y <1%
State, Province, or Country Percent
Canada <1%
N o rw a y <1%
T a iw a n <1%
S outh  C aro iina <1%
V e rm o n t <1%
M a n ito b a <1%
N o rth  A m e rica <1%
O n ta r io <1%
W y o m in g <1%
ire ia n d <1%
W e s t V irg in ia <1%
T o ta i 100%
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B. 3: Visitor Residences for Those Primariiy Attracted to Montana by Mountains or Forests
Mountains/Forest
State, Province, or Country Percent
N o rth  D ako ta 15%
M in n e s o ta 10%
W a s h in g to n 8%
id a h o 6%
C a iifo rn ia 5%
Texas 4%
W y o m in g 4%
F io rida 4%
S o u th  D ako ta 4%
iii in o is 3%
C o io ra d o 3%
W isco n s in 2%
A ib e r ta 2%
U ta h 2%
V irg in ia 2%
iow a 2%
Nebraska 2%
O regon 1%
O hio 1%
ind iana 1%
G eorg ia 1%
M ic h ig a n 1%
A rkansas 1%
A rizona 1%
U n kn o w n 1%
S outh  C aro iina 1%
O kiahom a 1%
N ew  Y ork 1%
T ennessee 1%
N evada 1%
M a ry ia n d 1%
P ennsyivan ia 1%
M a n ito b a 1%
N o rth  C aro iina 1%
B ritis h  C o iu m b ia 1%
Louisiana 1%
D e ia w a re 1%
M a ssach u se tts <1%
O n ta r io <1%
W a s h in g to n  DC <1%
Q uebec <1%
A iaska <1%
M is s o u r i <1%
Aiabam a <1%
M is s iss ip p i <1%
S a ska tch ew a n <1%
R hode is iand <1%
State, Country, or Province Percent
K e n tu cky <1%
W e s t V irg in ia <1%
U n ite d  S ta tes <1%
C o n n e c ticu t <1%
U n ite d  K ing d o m <1%
S ou th  A frica <1%
H aw a ii <1%
G e rm a n y <1%
Kansas <1%
N ew  M e x ico <1%
N ew  Je rse y <1%
France <1%
N e th e r ia n d s <1%
Total 100%
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B. 4: Visitor Residences for Those Primariiy Attracted to Montana by Famiiy or Friends
Family/Friends
State, Province, or Country Percent
W a s h in g to n 12%
C a lifo rn ia 9%
id a h o 8%
N o rth  D ako ta 7%
C o io ra d o 6%
O regon 6%
W y o m in g 5%
M in n e s o ta 4%
U ta h 3%
M is s o u r i 3%
S o u th  D ako ta 3%
M ic h ig a n 2%
W isco n s in 2%
iow a 2%
A ib e r ta 2%
A rizona 2%
N ew  Y ork 2%
A iaska 2%
U n kn o w n 2%
Texas 2%
M a ssach u se tts 1%
N evada 1%
O hio 1%
F io rida 1%
G eorg ia 1%
Kansas 1%
ind iana 1%
iii in o is 1%
V irg in ia 1%
H aw a ii 1%
S a ska tch ew a n 1%
M a ry ia n d 1%
A rkansas 1%
S outh  C aro iina 1%
M a in e <1%
ire ia n d <1%
C o n n e c ticu t <1%
T ennessee <1%
M o n ta n a <1%
O kiahom a <1%
U n ite d  S ta tes <1%
K e n tu cky <1%
Canada <1%
P ennsyivan ia <1%
N ew  H a m p s h ire <1%
N o rth  C aro iina <1%
D e ia w a re <1%
State, Province, or Country Percent
V e rm o n t <1%
N ew  M e x ico <1%
B ritis h  C o iu m b ia <1%
U n ite d  K ing d o m <1%
Nebraska <1%
P h ilipp in es <1%
N ew  Je rse y <1%
O n ta r io <1%
E ngland <1%
N ew  Ze a la n d <1%
H aiti <1%
A u s tra lia <1%
T o ta i 100%
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B. 5: Visitor Residences for Those Primariiy Attracted to Montana by Open Space or 
Uncrowded Areas
U ncrowded/Open Spaces
State, Province, or Country Percent
W a s h in g to n 17%
Id aho 7%
C a lifo rn ia 6%
A ib e r ta 6%
C o io ra d o 5%
M in n e s o ta 4%
T ennessee 4%
Texas 4%
U ta h 4%
iii in o is 3%
G eorg ia 3%
E ngland 2%
P ennsyivan ia 2%
Kansas 2%
F io rida 2%
M a ry ia n d 2%
A rizona 2%
B ritis h  C o iu m b ia 1%
O regon 1%
D e ia w a re 1%
N o rth  C aro iina 1%
N ew  Je rse y 1%
U n kn o w n 1%
N evada 1%
W y o m in g 1%
N ew  Y ork 1%
N ew  M e x ico 1%
M is s iss ip p i 1%
W isco n s in 1%
M is s o u r i 1%
S o u th  D ako ta 1%
V irg in ia 1%
O hio 1%
S outh  C aro iina 1%
Aiabam a 1%
U n ite d  K ing d o m 1%
A u s tra lia 1%
O kiahom a <1%
S a ska tch ew a n <1%
N e th e r ia n d s <1%
N ew  F la m psh ire <1%
M ic h ig a n <1%
N o rth  D ako ta <1%
G e rm a n y <1%
U n ite d  S ta tes <1%
M a ssach u se tts <1%
K e n tu cky <1%
State, Province, or Country Percent
Louisiana <1%
Arkansas <1%
W a s h in g to n  DC <1%
O n ta r io <1%
C o n n e c ticu t <1%
iow a <1%
V e rm o n t <1%
B e lg ium <1%
M a n ito b a <1%
G re a t B rita in <1%
ind iana <1%
Total 100%
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